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This dissertation explores the intricate correlation between price sensitivity and digital marketing strategies, focusing specifically on the behaviour of university students in the United Kingdom. It investigates how Tesla, a trailblazing company in the automotive sector, implements innovative online marketing methodologies. Amidst the dynamic nature of the contemporary digital environment, enterprises spanning various industries are consistently adjusting to the perpetually changing online marketing terrain. How businesses, including Tesla, interact with customers has been profoundly altered by the advent of digital marketing. Tesla, a company widely recognised for its innovative marketing approaches and electric vehicle technology, has attracted significant interest, particularly in the United Kingdom, due to its distinctive focus on online engagements and direct-to-consumer transactions. Concurrently, university students constitute a discrete consumer segment characterised by distinctive inclinations and actions, significantly impacted by variables such as financial limitations, brand image, and the appeal of discounts and promotions. Due to the widespread adoption of digital marketing platforms, university students have emerged as an attractive demographic for organisations seeking to cultivate early brand allegiance. The results of the study offer crucial insights regarding the highest levels of engagement and platform preferences, which have significant ramifications for marketers and businesses seeking to refine their approaches and connect with their intended demographics. The data underscores the prevalence of social media platforms such as Facebook and Instagram, thereby emphasising the criticality of visual content within the realm of digital marketing. The necessity for customised content strategies for each platform is highlighted by the enduring niche status of LinkedIn and Twitter and the emergent marketing potential of TikTok. Furthermore, the study investigates the extent to which members of the audience engage with digital marketing materials, encompassing participants who are either minimally or never interact. Furthermore, it emphasises the efficacy of email marketing as a beneficial method of correspondence. Gaining a thorough understanding of the complex interplay between price and value in purchasing decisions necessitates knowledge of impulse buying behaviour, price sensitivity, the influence of product quality, brand reputation, and ethical considerations, among other elements.
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[bookmark: _Toc148192644]1.1 Background and Context
In today's digitally-driven world, businesses from all industries are grappling with the challenges and opportunities presented by the swiftly changing online marketing landscape. The emergence of digital marketing has transformed how companies like Tesla, a prominent participant in the automotive industry, engage with consumers and market their products (Riasanow, Galic and Böhm, 2017). This dissertation is situated at the intersection of two significant domains: digital marketing and price sensitivity among British university students.
Digital marketing strategies have had a profound effect on the automotive industry, as automakers now heavily rely on online channels to reach and influence potential consumers (Riasanow, Galic and Böhm, 2017). Tesla is a pioneer in electric vehicle technology and has redefined the traditional dealership model (Liu et al., 2022). Tesla has garnered considerable attention in the United Kingdom, not only for its electric vehicles but also for its distinctive marketing and sales strategy, which significantly emphasises online interactions and direct-to-consumer sales (Gupta & Maurya, 2017).
Concurrently, university students represent a distinct consumer segment with distinct preferences and behaviours. Their purchasing decisions are influenced by a variety of factors, such as financial constraints, brand perception, and the allure of promotions and discounts. In addition, the increasing prevalence of digital marketing channels in the lives of university students has made them a valuable target audience for companies seeking to establish brand loyalty early in the lives of consumers (Balakrishnan, Dahnil and Yi, 2014).
As digital marketing strategies continue to evolve, businesses must make crucial marketing strategy decisions. To attract and retain customers, one of the most difficult decisions they face is whether to use online promotions or lower prices. This dissertation examines this dilemma in the context of British university students' perceptions of Tesla's marketing strategies.
Understanding the impact of digital marketing on university students' price sensitivity is not only academically enthralling, but also practically important for businesses seeking to optimise their marketing efforts. This research aims to cast light on how digital marketing strategies affect price sensitivity, consumer behaviour, and brand loyalty among young consumers by examining the case of Tesla, which has adopted a distinctive online-centric marketing strategy.
[bookmark: _Toc148192645]1.2 Research Problem
In the fields of digital marketing and consumer behaviour, there is a significant knowledge vacuum regarding how the choice between online promotions and price adjustments affects price sensitivity among a specific consumer segment: British university students. Prior research has examined the impact of digital marketing strategies on consumer behaviour (Forghani et al., 2021), the uniqueness of university students as a consumer group, and the transformative effects of digital marketing in the automotive industry, particularly in the context of Tesla (Bruijl, 2017), but the intersection of these domains remains largely uncharted.
[bookmark: _Toc148192646]1.3 Research Questions and Objectives
Research Questions
· How do personalized online promotions tailored to individual preferences affect the purchase behavior of UK university students when compared to generic promotions, within the context of Tesla's marketing strategies?
· What role does social proof through user-generated content (UGC) play in influencing the purchase decisions of UK university students in response to Tesla's digital marketing efforts?
· To what extent does the perceived sustainability and environmental consciousness of Tesla's electric vehicles influence the price sensitivity of UK university students, and how does this interact with digital marketing strategies?
· How does the accessibility and transparency of Tesla's online sales process influence university students' perceptions of value and price sensitivity when compared to traditional dealership models?
· What are the potential ethical considerations associated with utilizing personal data for targeted digital marketing campaigns aimed at university students, and how do these considerations impact consumer trust and price sensitivity?
Research Objectives
· To examine the impact of personalized online promotions on the purchasing behavior of UK university students within the context of Tesla's marketing, considering factors such as conversion rates, click-through rates, and sales volume.
· To assess the effectiveness of social proof, as manifested through user-generated content, in shaping university students' perceptions of Tesla's products and influencing their purchasing decisions.
· To analyze the relationship between the environmental image of Tesla's electric vehicles and the price sensitivity of UK university students, exploring the role of digital marketing in communicating sustainability.
· To investigate the advantages and disadvantages of Tesla's online sales process, including accessibility and transparency, in influencing university students' perceptions of value, and to compare these with traditional dealership models.
· To identify and address the ethical considerations associated with the use of personal data in targeted digital marketing campaigns aimed at university students, examining their impact on consumer trust, privacy concerns, and price sensitivity.
[bookmark: _Toc148192647]1.4 Rationale for the Study
This dissertation is motivated by a confluence of several factors that, taken together, present a compelling case for investigation. It is based on well-researched phenomena, but seeks to innovate by exploring uncharted territory in the domains of digital marketing and consumer behaviour.
· Research-Based Foundation: The exponential growth of digital marketing over the past decade has been driven by technological advancements and shifting consumer behaviours (Ryan, 2014). From social media strategies to the use of big data analytics, a significant corpus of literature has examined various aspects of digital marketing. In addition, the automotive industry, particularly electric vehicle manufacturers such as Tesla, has been the subject of extensive research focusing on technological innovations and market disruption (Bruijl, 2017). Also, Hinterstein (2020) investigated the consumer behaviour of university students, revealing distinct patterns and preferences.
· Innovative Intersection: The innovative intersection of these well-researched domains distinguishes this dissertation. It seeks to reconcile gaps and investigate synergies between digital marketing strategies, price sensitivity, and a specific consumer segment, namely university students in the United Kingdom. Few studies have explored this unique confluence, particularly in regards to the automotive industry and Tesla's innovative practises.
· Unique Case Study: As a case study, Tesla provides a unique context for this investigation. Tesla's marketing and sales approaches, characterised by a direct-to-consumer online model remain unexplored despite the company's innovative technology (Bruijl, 2017). In the automotive industry, Tesla's unconventional approach challenges conventional marketing practises. This research contributes to a more comprehensive comprehension of the impact of digital marketing in a rapidly transforming industry by analysing Tesla's strategies.
· Practical Significance: In addition to its academic contributions, this study has practical relevance. Understanding how strategic choices such as personalised promotions, user-generated content, and sustainability messaging impact price sensitivity is crucial for businesses attempting to navigate this complex landscape. This study's findings can influence marketing strategies aimed at price-conscious college students for Tesla and other companies of a similar nature.
[bookmark: _Toc148192648]1.5 Scope and Limitations
1.5.1 Scope
This dissertation investigates the impact of digital marketing strategies, particularly personalised online promotions, user-generated content (UGC), and sustainability messaging, on the price sensitivity of British university students. The primary context of the research is Tesla, an electric vehicle manufacturer renowned for its innovative marketing strategies, which rely heavily on online channels. The following characteristics outline the scope of this study:
· Geographic Scope: The study's sample population consists predominantly of university students in the United Kingdom. Despite the fact that the findings may have implications for a broader audience, generalisations to other regions or consumer groups should be made with caution due to the possibility of cultural and contextual differences.
· Industry Focus: The research focuses on the automotive industry, with Tesla functioning as the primary case study. Although automotive digital marketing practises are the primary focus of this research, the findings may be applicable to other industries employing comparable digital marketing strategies.
· Digital Marketing Strategies: The dissertation investigates the impact of particular digital marketing strategies, including personalised online promotions, user-generated content, and sustainability messaging. Other aspects of digital marketing, such as social media advertising and influencer marketing, fall outside the scope of this investigation.
· Consumer Behaviour: This study investigates the impact of digital marketing on university students' price sensitivity and related consumer behaviours. It does not delve deeply into consumer psychology and decision-making processes.
Limitations
Despite its potential contributions, this dissertation has certain limitations that must be taken into account when interpreting the findings:
· Data Collection Restrictions: The research relies on survey data collected via Microsoft Forms and questionnaire design. Self-reporting limitations, response bias, and the constraints of online surveys may compromise the validity of the results.
· Cross-Sectional Design: The research employs a cross-sectional design, capturing a sampling of the perceptions and behaviours of university students at a particular time. This design hinders the ability to establish causality or monitor long-term changes.
· Limited Generalizability: While the study provides valuable insights into the chosen context, it may have limited applicability to other demographics or regions. Variations in culture, socioeconomic status, and education can substantially affect consumer behaviour.
· Complexity of Ethical Issues: Ethical considerations in digital marketing are multifaceted and constantly evolving. The study provides a fundamental investigation but does not thoroughly address the complexity of ethical challenges in this field.
· External Factors: External factors, such as macroeconomic conditions or industry-specific events, have the potential to influence consumer behaviour independently of digital marketing strategies. These variables are difficult to account for in research designs.
[bookmark: _Toc148192649]1.5 Research Gap
A significant research deficiency exists regarding the convergence of digital marketing and price sensitivity as it pertains to college students. The existing body of literature primarily concentrates on more general consumer segments or particular industries, thereby disregarding the unique attributes and behaviours exhibited by university students. The deficiency stems from an absence of empirical research investigating the impact of digital marketing tactics on the price sensitivity of this particular demographic, notwithstanding their importance as early adopters and prospective long-term clients.
Furthermore, although scholarly investigations have explored the efficacy of online promotions and their influence on consumer behaviour, the existing body of research that distinguishes between personalised and generic online promotions is scarce. A comprehensive comprehension of the relative efficacy of these two forms of promotion is imperative for enterprises seeking to maximise their marketing endeavours. Further research is required to examine the intricate consequences of personalised promotions, which constitutes a primary emphasis of this dissertation.
Another significant research deficit pertains to the insufficient investigation of user-generated content (UGC) as a mechanism of social proof within the realm of digital marketing, as well as its impact on consumer behaviour. Although previous research has investigated the effects of online evaluations and peer recommendations, there is a scarcity of studies that specifically examine user-generated content (UGC) in the realm of digital marketing. This knowledge vacuum underscores the necessity for further investigation into the mechanisms by which user-generated content (UGC) influences consumer perceptions and choices, particularly with regard to emerging digital marketing tactics.
Moreover, a significant research void exists concerning the influence of sustainability on consumer behaviour, specifically with regard to price sensitivity. Although there has been considerable research on the relationship between sustainability messaging, green marketing, and consumer behaviour, the intersection of price sensitivity, digital marketing, and sustainability has received relatively little attention. The environmental awareness demonstrated by university students, who frequently manifest unique inclinations and apprehensions, indicates that this domain merits further comprehensive examination.
Furthermore, the extant body of literature predominantly concentrates on conventional dealership models within the automotive sector, offering scant investigation into the influence of digital marketing on price sensitivity. The existing body of knowledge is insufficient in its examination of the impact that digital marketing, encompassing online sales procedures, accessibility, and transparency, has on consumer price sensitivity as it pertains to electric vehicle manufacturers such as Tesla. A more comprehensive comprehension of the ramifications of digitalization in the automotive sector is imperative for both the academic and industrial sectors.
[bookmark: _Toc148192650]1.6 Dissertation Structure
· Chapter 1: Introduces the research, presenting the background, research problem, objectives, rationale, and scope. It sets the stage for the study's context and significance.
· Chapter 2: Explores relevant literature on digital marketing, price sensitivity, consumer behavior, and the case of Tesla, offering a comprehensive theoretical foundation.
· Chapter 3: Details the research design, population and sample, data collection methods, analysis techniques, ethical considerations, and research limitations.
· Chapter 4: Presents the analysis of collected data, including demographic analysis, descriptive statistics, and in-depth exploration of price sensitivity, online promotions, and their alignment with the theoretical framework.
· Chapter 5: Summarizes research findings, discusses their implications, contributions to knowledge, recommendations for practitioners, and suggests future research directions.
· Chapter 6: Recaps research objectives, summarizes key findings, discusses theoretical and practical implications, and offers a conclusive overview of the study's contributions.
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Digital marketing encompasses a vast array of strategies and tactics used by businesses to promote their products, services, or brands via digital channels. This includes websites, search engines, social media platforms, email, and mobile applications, among others (Chaffey and Ellis-Chadwick, 2019). The transition from traditional to digital marketing can be attributed to the proliferation of the internet and its transformative effect on how businesses interact with customers.
The development of digital marketing has been characterised by constant technological adaptation. With the development of websites and email marketing, the business began modestly. As technology advanced, it grew to encompass a variety of channels and methods (Desai, 2019). As the significance of situating on search engine results pages (SERPs) increased, search engine optimisation (SEO) became indispensable. Content marketing arose as a means of providing informative and valuable content to attract and engage audiences. Social media marketing revolutionised direct engagement with consumers, while pay-per-click (PPC) and programmatic advertising introduced precision and automation to ad placements (Bala and Verma, 2018). 
With the advent of digital marketing comes a significant shift in marketing philosophy. It emphasises comprehending the consumer's needs, preferences, and behaviour. Businesses have realised that effective digital marketing requires more than simply disseminating messages; it also requires creating meaningful and personalised experiences for consumers. Digital marketing is distinguished by its capacity for two-way communication and engagement in real time (Wang, 2021). By facilitating direct interactions, social media platforms, for instance, have reshaped brand-consumer relationships. Brands can participate in conversations, respond to customer feedback, and create communities around their products and services. This interactivity promotes brand loyalty and consumer engagement, which makes digital marketing a potent relationship-building tool.
[bookmark: _Toc148192653]2.2 Price Sensitivity and Consumer Behavior
A fundamental concept in consumer behaviour research, price sensitivity refers to the degree to which consumers react to price variations. It is a complex construct influenced by a variety of factors. Consumer income, the availability of substitute products, the perceived necessity of the product, and the perceived value of the product or service are key determinants ((Porter, 1997; López-Fernández, 2020). Understanding these factors is essential, as they reveal the conditions under which consumers are more or less likely to adjust their purchasing behaviour in response to pricing changes.
The importance of price sensitivity in consumer decision-making processes cannot be overstated. It influences the manner in which consumers evaluate available options during the information search and evaluation phases. For instance, consumers with a high sensitivity to price are more likely to compare prices across brands or products in search of the best deal (DelVecchio, 2005). Moreover, price sensitivity influences the post-purchase phase, where consumers evaluate whether the perceived value matches the price paid. Price sensitivity is integrally related to the concept of perceived value, which is the perceived balance between the benefits a product provides and the price paid for it (Ulaga and Chacour, 2001). Consumers evaluate the value proposition of a product by evaluating its benefits against its price. Price-sensitive consumers are more likely to engage in a thorough evaluation of this trade-off, pursuing products with a high perceived value relative to their cost.
Price sensitivity is also significantly influenced by psychological factors. Cognitive fallacies, such as the anchoring effect, in which consumers anchor their price perceptions to reference points, can distort price evaluations (Wang, 2023). The relationship is further complicated by framing effects, in which the presentation of prices can influence perceptions (Goh and Bockstedt, 2013). These biases disclose the complex ways in which psychology influences the price sensitivity of consumers. 
[bookmark: _Toc148192654]2.3 Online Promotions and Their Impact
Online promotions are a formidable force in the domain of digital marketing. They include a variety of strategies and techniques designed to engage, persuade, and convert online consumers. There are numerous types of online promotions, such as discounts, coupons, flash sales, loyalty programmes, contests, and giveaways. The appeal of online promotions stems from their capacity to appeal to consumers' desires for savings, exclusivity, and interactive experiences. This section examines the significant impact that online promotions have on consumer behaviour, brand engagement, and overall marketing effectiveness.
Online advertisements have a compelling effect on consumer behaviour. The prospect of discounts or special offers can generate a sense of urgency and exhilaration, prompting consumers to make immediate purchase decisions (Chaffey and Ellis-Chadwick, 2019). Additionally, online promotions frequently provide a sense of accomplishment or recompense, as consumers view themselves as savvy bargain hunters. This psychological reward reinforces positive behaviour, which encourages customer loyalty and repeat purchases (Alamsjah, Heriyati and Iezer, 2021). In addition, they create opportunities for brands to engage with consumers in meaningful ways that extend beyond transactional relationships. For instance, contests and giveaways encourage user-generated content and social sharing, thereby expanding brand reach and engagement (Malthouse et al., 2016). Loyalty programmes, a staple of online marketing, encourage recurrent purchases and cultivate emotional connections with brands. When exclusive offers and personalised promotions make consumers feel valued and appreciated, they are more likely to become brand advocates.
[bookmark: _Toc148192655]2.4 Price Strategies in the Digital Age
Price strategies have witnessed a radical transformation in the digital age, as a result of the dynamic nature of online markets, the abundance of consumer data, and the emergence of new business models. Innovative pricing models that emphasise personalization, dynamic pricing, and value-based strategies are replacing traditional pricing models that rely solely on cost-plus or competition-based strategies.
Personalization is central to modern pricing strategies. Using the vast quantity of consumer data available online, businesses are able to tailor pricing and promotional offers to the preferences and actions of individual customers (Bala and Verma, 2018). This level of customization increases the relevance of pricing strategies, as consumers receive offers that are relevant to their particular requirements and interests. For instance, e-commerce platforms may use data to offer consumers varying discounts based on their browsing history or previous purchases. This strategy not only increases conversion rates, but also enhances the purchasing experience.
Dynamic pricing is an additional essential component of digital pricing strategies. Dynamic pricing, which is enabled by algorithms and real-time data analysis, adjusts prices based on a variety of factors, including demand, inventory levels, competitor pricing, and individual customer behaviour (Victor et al., 2018). Dynamic pricing, wherein fares fluctuate based on demand, was pioneered by airlines and ridesharing services. By extracting the utmost value from each transaction, this adaptive strategy optimises revenue generation and profit margins. Nonetheless, it raises concerns regarding price equity and transparency, necessitating cautious implementation and communication.
In today's digital age, price transparency has become a crucial factor. Online, consumers have access to a wealth of pricing information, making it imperative for businesses to offer transparent and consistent pricing across all channels (Miller, 2010; Ater and Rigbi, 2019). The rapid exposure of discrepancies by price comparison websites and customer reviews can erode consumer confidence and brand reputation. In addition, businesses must address ethical concerns pertaining to data privacy, ensuring that the acquisition and use of consumer data for pricing strategies adhere to ethical standards and regulations.
[bookmark: _Toc148192656]2.5 Consumer Behavior Among University Students
Understanding the consumer behaviour of college students is crucial for businesses due to the unique characteristics, preferences, and obstacles inherent to this demographic. University students are typically between the ages of late teens and early twenties, a period of life characterised by transitions, identity formation, and financial constraints. These factors have a significant impact on their consumption patterns, distinguishing them as a distinct consumer segment with particular behaviours and tendencies.
As university students undergo major life transitions, such as moving away from home, acquiring independence, and forming their identities, they frequently engage in product and service experimentation. This phase of self-discovery and expression influences their consumption patterns. Successfully aligning a brand with this voyage has the potential to foster long-lasting relationships with university students. University students are especially receptive to attempting new products and brands due to their transitional life stage (Marketing Week, 2020).
[bookmark: _Toc148192657]2.6 The Role of Digital Marketing in the Automotive Industry
Consumer behaviour is undergoing a paradigm transition in the automotive industry. Buyers increasingly rely on digital channels for information gathering, vehicle investigation, and decision-making (Candelo, 2019). This change is predominantly the result of the abundance of online information, such as expert reviews, user-generated content, and social media discussions. Automotive companies have had to implement comprehensive digital marketing strategies that target consumers throughout their entire online journey in order to remain competitive. These include search engine optimisation (SEO), pay-per-click advertising, social media marketing, and content marketing.
The ability to provide personalised, data-driven experiences is one of the primary benefits of digital marketing in the automotive industry. Brands can collect information regarding consumer preferences, browsing patterns, and engagement with their digital platforms. This information can be used to create targeted marketing campaigns, personalised content, and suggestions (Dahiya and Gayatri, 2017). In addition, the use of artificial intelligence and machine learning algorithms enables automakers to foresee consumer behaviour and provide individualised product recommendations, thereby improving the overall customer experience.
Also, digital marketing facilitates real-time consumer engagement and interaction. For instance, social media platforms enable direct communication between brands and consumers, allowing for immediate feedback, problem resolution, and brand loyalty development (Andzulis, Panagopoulos and Rapp, 2012; Wu and Li, 2018). Utilising social media channels for product launches, consumer support, and community building, the automotive industry has embraced this aspect of digital marketing. In addition, digital marketing enables automakers to extend their reach beyond geographic borders, allowing them to draw into global markets and diverse consumer segments.Top of FormBottom of Form
[bookmark: _Toc148192658]2.7 The Case of Tesla
One of Tesla's most notable digital marketing strategies is its dedication to storytelling and transparency. Tesla provides consumers with an inside glimpse at its technology, production processes, and company vision via digital channels such as its website and social media platforms. This strategy fosters confidence and a sense of community among Tesla enthusiasts. Elon Musk, CEO of Tesla, is a prominent figure on social media, where he shares updates, interacts with consumers, and responds to their questions and comments (Corte, 2020). This direct and unfiltered communication with the brand's chief strengthens the importance of leadership in digital marketing success.
Additionally, Tesla's digital marketing emphasises innovation and cutting-edge technology. The brand presents its electric vehicles as pieces of advanced technology that correlate with the values of sustainability and the future (Shao, Wang and Yang, 2021). Tesla immerses consumers in its vision of the future of transportation through interactive website content, virtual vehicle customization, and interactive features. This strategy encourages consumers to view Tesla as a transformative force in the automotive and energy industries, as opposed to merely a car manufacturer.
[bookmark: _Toc148192659]2.8 Theoretical Frameworks
The theoretical frameworks are the intellectual skeleton upon which consumer behaviour research is constructed. Researchers can analyse and interpret consumer actions, decisions, and motivations with the aid of these frameworks. In the context of understanding the influence of digital marketing on price sensitivity among college students, four prominent theoretical frameworks emerge as crucial pillars that shape our understanding of consumer behaviour in the digital era.
[bookmark: _Toc148192660]2.8.1 Theory of Planned Behaviour
Ajzen's (1991) Theory of Planned Behaviour (TPB) is a widely accepted psychological framework that attempts to explain and predict human behaviour. In the field of consumer behaviour research, TPB provides a comprehensive lens through which to comprehend the factors influencing consumers' intentions and actions, including those related to online purchasing and digital marketing. The model of the theory is given below, for reference:
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Source: https://ascnhighered.org/ASCN/change_theories/collection/planned_behavior.html
Ajzen (1991) proposes that individuals' intentions to engage in a particular behaviour are determined by three central components: attitudes, subjective norms, and perceived behavioural control.
· Attitudes: This component reflects an individual's comprehensive evaluation of the behaviour under consideration. In the context of consumer behaviour, perceptions of the behavior's outcomes, such as the perceived advantages and disadvantages of online purchasing and digital marketing, shape attitudes.
· Subjective Norms:  Subjective norms refer to the perceived social pressure or influence from influential others, such as friends, family, or peers, on the behaviour. Subjective norms can reflect the influence of social networks and reference groups on a university student's decision to indulge in online promotions or price sensitivity in the context of digital marketing and online shopping.
· Perceived Behavioral Control: This component refers to a person's perception of his or her capacity to perform the behaviour. It encompasses the perceived ease of using digital platforms for shopping, navigating online promotions, and managing one's responses to price fluctuations in the digital domain.
In consumer behaviour research, TPB has been extensively applied to comprehend various aspects of purchasing decisions, including those influenced by digital marketing. Researchers (e.g., Sutisna and Handra (2022)) have used TPB to investigate how attitudes, subjective norms, and perceived behavioural control influence consumers' intentions to engage in online purchasing.
[bookmark: _Toc148192661]2.8.2 Technology Acceptance Model (TAM)
Davis introduced the Technology Acceptance Model (TAM) in 1989 as a fundamental framework for comprehending how individuals perceive and adopt technology (Davis, 1989). TAM is especially relevant to the study of consumer behaviour because it provides valuable insights into how consumers adopt and interact with digital technologies such as online marketing platforms and e-commerce websites. 
TAM is based on two fundamental factors that influence the acceptance of technology by individuals:
· Perceived Usefulness:  Perceived usefulness is the extent to which individuals believe that the use of a particular technology will enhance their performance and effectiveness in achieving specific objectives (Davis, 1989). Perceived usefulness in the context of digital marketing and online shopping reflects consumers' perceptions of how these technologies facilitate their purchasing decisions and may contribute to cost savings.
· Perceived Ease of Use: The perceived ease of use refers to the extent to which individuals believe that using a technology is effortless and straightforward (Davis, 1989). This concept encompasses consumers' perceptions of the ease with which they can navigate online promotions, discounts, and pricing information.
The model is given below, for reference:
[image: ]Source: Jaradat and Al-Mashaqba (2014)
In consumer behaviour research, TAM has been extensively utilised to examine the adoption and utilisation of various technologies, including digital marketing platforms and e-commerce websites. Researchers (e.g., Gefen et al., 2003) have used TAM to investigate consumers' perceptions of the utility and usability of online purchasing platforms.
[bookmark: _Toc148192662]2.8.3 Social Cognitive Theory (SCT)
Social Cognitive Theory (SCT), which was devised by Albert Bandura in the 1980s, is a comprehensive psychological framework that emphasises the impact of social and cognitive factors on human behaviour (Bandura, 1986). In the field of consumer behaviour research, SCT provides a useful lens for understanding how individuals, including college students, acquire, interpret, and employ information about digital marketing and online shopping. 
Several fundamental principles posited by SCT are essential to comprehending consumer behaviour:
· Observational Learning: SCT emphasises observational learning, the process by which individuals acquire knowledge and behaviours by observing and imitating others (Bandura, 1986). This aspect can explain, in the context of digital marketing, how college students learn about online promotions, discounts, and pricing strategies by observing their peers or influencers.
· Self-Regulation: The SCT emphasises the importance of self-regulation, which implies that individuals are capable of monitoring and controlling their behaviour, thoughts, and emotions (Bandura, 1986). This concept can be applied to comprehend how students self-regulate their online purchasing behaviours, such as price comparison, discount seeking, and making informed purchase decisions.
· Self-Efficacy: Self-efficacy refers to an individual's belief in their ability to effectively complete a specific task (Bandura, 1986). Self-efficacy can influence how university students perceive their ability to navigate digital platforms, evaluate prices, and make cost-effective decisions in the context of digital marketing and online purchasing.
The model of the theory is given below, for reference:
[image: ]
Source: https://www.besci.org/models/social-cognitive-theory
SCT has found significant applications in consumer behaviour research, particularly in determining how social and cognitive factors influence consumer decision-making. Researchers (e.g., Dankwa (2021)) have used SCT to investigate how individuals acquire and apply information from various sources, including social networks and online platforms.
[bookmark: _Toc148192663]2.8.4 Consumer Decision-Making Models
In the field of consumer behaviour, Consumer Decision-Making models serve as foundational frameworks, providing a structured approach to understanding how individuals navigate the complex process of making purchasing decisions. In the digital age, these models have evolved to incorporate online information search, evaluation, and post-purchase phases, making them particularly useful for analysing the impact of digital marketing on university students' price sensitivity (Panwar et al., 2019). 
Consumer Decision-Making Models incorporate a number of crucial phases that individuals experience when evaluating and selecting goods and services (Kanagal, 2016):
· Problem Recognition:  This initial phase entails the identification of a need or a problem. Typically, it occurs when consumers perceive a large gap between their current state and their desired state. In the context of digital marketing, problem recognition may be prompted by exposure to online promotions or advertising, thereby bringing to the consumer's attention a product or service that meets their needs or desires.
· Information Search: After recognising a problem, consumers conduct an active information search. They pursue information, opinions, and evaluations in order to solve their problem or satisfy their need. This stage takes place primarily online in the digital realm and includes activities such as reading product reviews, comparing prices across various digital marketing channels, and investigating brand websites.
· Evaluation of Alternatives: Consumers evaluate numerous alternatives based on criteria such as price, quality, brand reputation, and characteristics. Digital marketing strategies have a significant impact on how alternatives are perceived. Pricing information, discounts, and promotional offers made available via digital channels can have a significant impact on this evaluation.
· Purchase Decision:  After evaluating the available options, consumers make a purchase determination. Various factors, including the persuasiveness of digital marketing strategies, can influence this choice. Consumers may be encouraged to make a purchase by online promotions, limited-time offers, and other marketing strategies.
· Post-Purchase Assessment: Following a transaction, consumers conduct post-purchase evaluation. They evaluate whether their expectations match their experiences. Online reviews, social media conversations, and post-purchase communication from brands can influence the consumer's evaluation of their decision.
Consumer Decision-Making Models models have been extensively used to examine various aspects of purchasing decisions. These models aid researchers in understanding how consumers move through the decision-making process and identifying the factors that influence their decisions. For instance, the classic model proposed by Engel, Blackwell, and Kollat (1978) provides a comprehensive framework for comprehending consumer behaviour, including problem recognition, information search, alternative evaluation, and post-purchase evaluation.
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[bookmark: _Toc148192665]2.9.1 Elaboration Likelihood Model
The Elaboration Likelihood Model (ELM) provides a multifaceted framework for comprehending how individuals process persuasive messages. Each route involves distinct cognitive processes. The central route entails in-depth cognitive processing, in which individuals evaluate the quality and strength of the presented arguments critically (Petty and Cacioppo, 1986). Individuals who are motivated and have the cognitive resources to engage in detailed information scrutiny typically choose this path. 
In contrast, the peripheral route is characterised by shallow processing, in which individuals rely on superficial signals, such as source attractiveness or credibility, to form attitudes and make decisions (Petty and Cacioppo, 1986). The decision between these routes depends on an individual's motivation and capacity for information processing. ELM has been instrumental in shedding light on the complex dynamics of persuasion, providing valuable insights into how individuals respond to persuasive messages in advertising, marketing communications, and other fields. The model is given below, for reference:
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Source: Shahab, Ghazali and Mohtar (2021)
ELM has found extensive application in consumer behaviour research, including its utility in determining how consumers respond to persuasive marketing messages (Li, 2013; Garner, 2022). ELM provides a compelling framework for analysing how these students process and respond to digital marketing content in the context of this dissertation, which investigates the influence of digital marketing on price sensitivity among university students. When university students are highly motivated and have the cognitive capacity to engage in deep processing, the central route of ELM suggests that they are likely to evaluate digital marketing materials critically. For example, they may examine the value proposition of a product or the reasoning behind a price promotion. 
[bookmark: _Toc148192666]2.9.2 Consumer Value Framework
The Consumer Value Framework is a central theoretical framework in the field of consumer behaviour that focuses on the concept of perceived value and its crucial role in influencing consumer decisions. The following table summarizes the basic factors involved in the model:
[image: ]Source: https://courses.worldcampus.psu.edu/welcome/mktg330/001/content/01_lesson/11_page.html
This framework posits that consumers base their purchasing decisions on the perceived balance between the benefits they receive from a product or service and the costs or sacrifices involved in obtaining it (Sánchez-Fernández and Iniesta-Bonillo, 2006; Holbrook, 1999). The Consumer Value Framework acknowledges that perceived value is not solely a function of price; rather, it incorporates the broader spectrum of benefits, including functional, emotional, and social aspects, that consumers associate with a product or service. This exhaustive perspective allows for a greater comprehension of consumer behaviour, as it takes into account the intricate interplay between perceived value, price sensitivity, and purchasing decisions.
The Consumer Value Framework has been instrumental in elucidating, within the field of consumer behaviour research, how consumers evaluate and prioritise various aspects of perceived value when making purchasing decisions. This framework provides a valuable lens for examining the multifaceted nature of value perceptions within the context of this dissertation. As college students navigate the digital marketing landscape, they encounter an abundance of Tesla-related promotional messaging, pricing information, and brand associations. The Consumer Value Framework suggests that these students evaluate not only the monetary costs associated with Tesla's offerings, but also the functional attributes, such as technological innovations, environmental considerations, and the social allure of the brand. Additionally, emotional factors, such as the thrill of possessing a Tesla, may play a role.





[bookmark: _Toc148192667]Chapter 3: Research Methodology
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The research onion is a multifaceted framework that provides a structured approach to research design and methodology. It functions as a metaphorical tool for researchers to gradually move from broad philosophical perspectives to specific data collection and analysis methods when conducting research (Saunders, Lewis and Thornhill, 2023). In this section, we will introduce the research onion and describe how it will be used to guide the research design, data collection, and analysis procedures in subsequent sections of the dissertation.
[image: ]Source: https://15writers.com/research-onion/
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The selection of a research philosophy is a foundational aspect of any research endeavour, as it establishes the study's overarching framework. It guides the researcher in formulating the research design, data acquisition techniques, and interpretation of findings (Saunders, Lewis and Thornhill, 2023). In this section, we delve into the complexities of research philosophy, spotlighting the key philosophical paradigms and discussing their implications for our dissertation on the influence of digital marketing on price sensitivity among university students, with a particular emphasis on Tesla.
The majority of research philosophies fell into two broad categories:
· Positivism: Positivism is founded on the belief that there is an objective reality that can be investigated through empirical observation and measurement. It implies that the universe operates according to laws that can be generalised and seeks to establish causal relationships through systematic data collection and analysis (Park, Konge and Artino, 2020). A positivist approach would emphasise quantitative research methods in the context of our dissertation, with the goal of identifying measurable patterns and relationships between digital marketing strategies, price sensitivity, and the behaviour of university students.
· Interpretivism:  In contrast, interpretivism argues that social phenomena are complex and context-dependent. Individuals construct their own subjective meanings and interpretations of the world, according to this theory (Nelson, Groom and Potrac, 2014). To investigate the lived experiences, perspectives, and perceptions of individuals, interpretivist research typically employs qualitative methods. For our dissertation, interpretivism can be useful for capturing the nuanced and subjective responses of university students to digital marketing strategies, illuminating their underlying motivations and attitudes.
The choice of research philosophy for our dissertation has a substantial impact on the research methods and nature of the insights we seek to obtain. Given the exploratory nature of our study, it may be advantageous to incorporate both positivism and interpretivism. Using a mixed-methods approach enables us to leverage the strengths of quantitative data analysis to identify trends and correlations in university students' responses to digital marketing, while qualitative research methods, such as interviews and focus groups, can provide deeper insights into their perceptions, motivations, and the context in which they make purchasing decisions.
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The research approach is a crucial part of our dissertation because it outlines the specific methods and techniques, we will use to investigate the influence of digital marketing on price sensitivity among university students (Saunders, Lewis and Thornhill, 2023). This section provides a thorough analysis of our chosen research methodology, laying the groundwork for the subsequent research design and data acquisition techniques.
Our dissertation predominantly employs a qualitative research methodology. This methodology entails the systematic accumulation and analysis of opinions, which permits the quantification of variables and the identification of statistical patterns and relationships (Saunders, Lewis and Thornhill, 2023). This methodology adheres to the positivist research philosophy, as it seeks to identify objective and quantifiable relationships between digital marketing strategies, price sensitivity, and university student behaviour.
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Our dissertation primarily employs a descriptive research methodology. The fundamental objective of descriptive research is to provide an accurate description of the phenomenon under investigation (Saunders, Lewis and Thornhill, 2023). It excels at addressing the "what," "who," and "how" inquiries surrounding a particular topic or phenomenon. In our case, this strategy will serve as a potent instrument for facilitating a comprehensive understanding of the impact digital marketing strategies have on price sensitivity. In addition, it will allow us to dissect the complex factors that mediate and modulate this intricate relationship.
Our decision to employ a descriptive approach is based on a complex set of considerations. The dynamic and ever-changing nature of digital marketing necessitates an approach that encourages exploration and discovery. This investigative voyage is enabled by descriptive research, which opens doors to reveal the multifaceted dimensions of this influence (Saunders, Lewis and Thornhill, 2023). In addition, consumer behaviour, especially among college students, is a domain rife with complexities. 
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In our quest to obtain profound insights into the intricate dynamics of digital marketing's influence on price sensitivity among university students, the phase of data collection is central. In this section, we delve into the specifics of our chosen data collection strategy, concentrating on how we plan to utilise the flexible capabilities of Microsoft Forms to conduct online surveys among this crucial demographic.
Online Surveys via Microsoft Forms
Microsoft Forms emerges as our primary data collection tool, a flexible online survey platform well-suited to the digital environment. This digital instrument enables us to design and deploy surveys that are precisely tailored to our research objectives, with university students as our primary study subjects. Microsoft Forms offers a multitude of benefits that correlate flawlessly with the digital nature of our research:
· Accessibility: As a web-based application, Microsoft Forms ensures accessibility for a wide range of university students. This allows them to readily participate using a variety of digital devices, including laptops, tablets, and smartphones.
· User-Friendly Interface:  The platform's intuitive and user-friendly interface simplifies the survey-taking procedure. This simplicity of use is invaluable, particularly when interacting with participants with varying degrees of technological proficiency.
· Data Security:  It is impossible to exaggerate the significance of data security. Microsoft Forms incorporates comprehensive security features, ensuring the confidentiality and integrity of the participant data.
· Data Integration:  The platform's seamless integration capabilities with tools such as Microsoft Excel and other data analysis software significantly facilitate data management and subsequent analysis processes.
Rationale for Online Surveys
Our decision to conduct online surveys is based on a well-reasoned justification. Firstly, this choice is in perfect alignment with our central focus on digital marketing, as it reflects how college students interact with digital marketing content in their daily lives. Online surveys provide scalability, allowing us to efficiently reach a large number of respondents. This scalability improves the reliability and applicability of our findings. In addition, the online format provides convenience for participants, thereby lowering barriers to participation. Lastly, the structured nature of surveys corresponds perfectly with our descriptive research strategy, enabling us to systematically quantify variables associated with price sensitivity and digital marketing responses.
Survey Design
Survey design is a meticulous and deliberative procedure that represents a pivotal point in our research endeavour. It is meticulously crafted to not only elicit relevant information, but also to ensure that our participants' time and effort are respected. Our survey instrument has been constructed with the intent of exploring various facets of our research, as well as multiple dimensions central to our investigation.
Price sensitivity is one of the key dimensions we intend to capture. Through a series of structured inquiries, we hope to determine the degree to which university students are sensitive to price fluctuations and how this sensitivity manifests itself in their purchasing decisions. These inquiries will cover a spectrum of products or services, allowing us to determine whether price sensitivity varies across categories.
Our survey will also investigate exposure to digital marketing, a vital factor. Given our emphasis on the digital domain, it is essential to determine the extent to which college students utilise various digital marketing channels. Our survey will therefore include questions about their online activities, such as the frequency with which they interact with social media advertisements, email marketing, and online reviews. By quantifying their digital exposure, we can establish correlations between their exposure to digital marketing and their subsequent price sensitivity.
Perceptions of a brand also are a nuanced aspect of our research, and our survey is designed to probe deeply into this domain. We will include queries designed to elicit participants' opinions regarding brands, particularly in terms of price and quality perceptions. This will allow us to determine whether digital marketing strategies employed by brands have an effect on how students perceive and evaluate those brands, and whether these perceptions impact their price sensitivity.
The tangible outcomes of the interaction between digital marketing and price sensitivity are purchasing behaviours. Our survey will include a series of queries designed to elucidate university students' actual purchasing decisions. This includes questions regarding the products or services they have recently purchased, the channels through which they made these purchases (online or offline), and the factors that influenced their decisions, such as discounts, promotions, or brand loyalty.
We strategically interspersed open-ended questions throughout the survey to enhance the breadth and profundity of our quantitative findings. These open-ended questions are designed to elicit qualitative insights from participants. They will have the opportunity to share their personal experiences, motivations, and any other factors that they believe play a significant role in determining their price sensitivity in the context of digital marketing.
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The data analysis phase of our research is crucial to shedding light on the complex relationship between digital marketing and price sensitivity among college students. In this section, we discuss the particulars of our chosen data analysis method, which in our case is content analysis.
3.1.5.1 Content Analysis
Our data analysis strategy is based primarily on content analysis. Given the nature of our dataset, which consists primarily of textual responses and open-ended survey questions, content analysis arises as the most appropriate technique for extracting insightful information. This method involves the systematic examination and classification of textual data in order to discover patterns, themes, and trends (Harwood and Garry, 2003). The methodology enables us to delve thoroughly into the qualitative insights shared by our participants, revealing the complexities and nuances underlying their experiences, perceptions, and motivations.
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Informed Consent
Informed consent is a cornerstone of ethical research, as it ensures that participants are aware of the purpose, procedures, and potential hazards or benefits of the study. In our study, we will make every effort to provide participants with comprehensive and understandable information. The nature of the research, the voluntary nature of participation, and the ability to withdraw at any time without repercussions will be outlined in detail. This will be accomplished through a well-structured informed consent procedure in which participants will be presented with information in a clear and easily accessible manner prior to participating in the survey. We will emphasise that their participation is wholly voluntary and that refusing to participate or dropping out of the study will have no negative repercussions. In addition to verbal and written consent, participants will be able to ask questions and seek clarifications, ensuring that their consent is genuinely informed and voluntary.
Data Privacy and Confidentiality
The preservation of participants' privacy and confidentiality is an ethical imperative that cannot be compromised. To ensure this, we will take stringent precautions. First, we will separate personally identifiable information from survey responses to guarantee the anonymity of all data. This means that no individual participant's responses can be linked to them. Data will be stored securely on password-protected servers, and only authorised researchers will have access to them. In addition, each member of the research team will receive extensive training in data management and confidentiality procedures. During the survey process, we will also employ encryption techniques and secure data transmission to prevent potential security breaches. Throughout the research, we will emphasise the significance of data privacy and our dedication to safeguarding the identities and responses of participants. Our commitment to data privacy and confidentiality is unwavering, and we will continuously monitor and update our security measures to adapt to new threats and ensure the highest level of protection for the data of our participants.
Data Security
In our research, ensuring data security is of the utmost importance from an ethical standpoint. Given the digital nature of our Microsoft Forms-based data collection, we are keenly aware of the potential hazards associated with online surveys. To mitigate these risks, we will utilise the Microsoft Forms platform's built-in security features, which include data encryption during transmission and storage. In addition, we will implement stringent access controls, limiting survey access to our intended respondents. This measure precludes participation by unauthorised parties and helps preserve the integrity of our data. In addition to platform security, we will conduct regular vulnerability assessments to identify and remedy any potential data security vulnerabilities. Our commitment to data security spans the entirety of the research process, from data capture to storage and analysis, ensuring that the data of participants are protected from unauthorised access or breaches.
Voluntary Participation
In our research, voluntary participation is a fundamental ethical principle. We are committed to upholding this principle by ensuring that no participant feels forced, compelled, or compelled to participate in our research. Throughout the informed consent process, we will emphasise the voluntary nature of participation, stating explicitly that individuals have the right to decline participation or disengage from the study at any time without incurring penalties. We will not use any language or strategies that could coerce participants to participate against their will. In addition, we will continuously monitor participant responses and feedback for any indications of discomfort or coercion. If such signs appear, we will take immediate action to resolve the issue, which may include further clarifications or, if the participant so chooses, exclusion from the study. Our unwavering dedication to voluntary participation stems from the conviction that research should never compromise the autonomy and free will of its participants.
Data Handling and Storage
In our research, responsible data management and storage are essential ethical considerations. To safeguard the information of participants, we will implement stringent data management procedures. Quantitative and qualitative data will be stored securely and in accordance with applicable data protection regulations. This data will only be accessible to authorised researchers. The data will be encrypted and stored on password-protected servers to prevent unauthorised access. In addition, we will establish explicit protocols for data backup and retention, ensuring that data is preserved and accessible for the required time period while respecting the rights of participants. If necessary, data sharing will be conducted in a manner that protects anonymity, and all external parties with access to the data will be required to sign stringent confidentiality agreements. Our commitment to responsible data management and storage is unwavering, and we will continuously monitor and update our protocols to ensure data integrity and the protection of participant data.
Acknowledgment and Citation
In our research, proper acknowledgment and citation of external sources are ethical imperatives. We will adhere scrupulously to academic standards for acknowledging and citing prior research, theories, and ideas. This commitment to proper attribution ensures that intellectual property rights are respected and that previous researchers' contributions are appropriately acknowledged. Any form of plagiarism will be rigorously avoided, and all sources, whether academic papers, books, or online materials, will be cited appropriately and in accordance with accepted citation styles.
Review and Approval
The ethical framework of our research, which was meticulously designed to incorporate essential considerations such as participant consent, data privacy, and various other ethical factors, has been thoroughly reviewed and approved. This procedure involves a comprehensive evaluation by the appropriate ethics committee or review board, in accordance with institutional guidelines and the established ethical standards governing human participant research. The approved ethical consent form has been attached to the Appendices section of this dissertation. 
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Validity
Validity refers to how accurately our research measures what it intends to measure. It ensures that the collected data accurately represent the investigated constructs and provides a firm basis for drawing meaningful conclusions. In our investigation, we prioritise a number of validity factors:
· Content Validity: We have meticulously crafted our survey instrument to include a vast array of questions that are in line with our research objectives. The queries are intended to probe various dimensions of price sensitivity, exposure to digital marketing, and consumer behaviour among university students. The addition of open-ended queries increases the content's validity by allowing the collection of rich qualitative insights to supplement the quantitative data.
· Construct Validity: To ensure that our survey accurately measures the intended constructs, we have adapted established measurement scales to the context of our research. For instance, our questionnaire includes validated gauges for measuring price sensitivity and exposure to digital marketing. In prior research, these instruments have demonstrated their reliability and validity, enhancing the construct validity of our study.
· Face Validity: Before the actual survey administration, we conducted pilot testing with a small sample of participants to evaluate the questionnaire's lucidity and readability. We were able to improve the face validity of the questions by refining their wording and phrasing based on the results of this phase of pilot testing.
· Criterion-Related Validity: To establish the criterion-related validity of our research, we will investigate the relationships between variables in our study and compare our results to those of previous studies. For example, we will investigate whether greater exposure to digital marketing correlates with heightened price sensitivity, in accordance with established theoretical expectations. Such analyses assist in validating the applicability and precision of our measurements.
Reliability
The consistency and stability of our research measurements constitutes reliability. It ensures that if the investigation were repeated under identical conditions, similar results would be obtained. In our research, we emphasise on the following aspects of dependability:
· Internal Consistency: To assess the reliability of multi-item constructs, we use established measurement instruments with demonstrated internal consistency reliability, such as Cronbach's alpha. For instance, the internal consistency of scales measuring price sensitivity and digital marketing exposure will be evaluated to ensure that the items within each scale consistently measure the same underlying construct.
· Test-Retest Reliability: To evaluate the consistency of our measurements over time, a subset of participants will undergo a test-retest reliability analysis. We can determine the test-retest reliability of our measures by administering the survey to the same individuals at two distinct time intervals and comparing the results.
· Inter-Rater Reliability: In the case of qualitative data collected via open-ended queries, multiple raters will independently classify and code the responses. Inter-rater reliability will be evaluated to ensure that different analysts reach comparable conclusions, thereby enhancing the credibility of our qualitative data analysis.
· Parallel Forms Reliability: Parallel forms reliability necessitates the use of alternative but equivalent survey forms to determine whether they produce comparable results. Due to the digital format of our survey, the use of standardised and validated measurement instruments to improve reliability is less relevant to our study.





[bookmark: _Toc148192676]Chapter 4: Data Analysis
[bookmark: _Toc148192677]4.1 Qualitative Thematic Analysis
The present section provides an in-depth examination of the results obtained from a meticulous thematic analysis of qualitative responses collected via Microsoft Forms surveys. The analysis was conducted utilising the NVivo software, which facilitated a methodical investigation of the diverse themes that surfaced from the dataset. These themes provide significant perspectives on the intricate relationship between tailored online promotions and cost consciousness, with a particular emphasis on university students in the United Kingdom. The summary of the thematic analysis is presented in the table below:
	Themes
	Codes
	Excerpts from Responses

	Customer Value and Loyalty
	"Personalized promotions make customers feel valued"
	"Personalized promotions, such as discounts or special offers tailored to a consumer's preferences or past behavior, can make individuals feel valued and appreciated."

	
	"Personalized promotions foster customer loyalty"
	"I love that they come up with advertising pop ups."

	Influence on Purchase Behavior
	"Relevant recommendations influence purchase"
	"In Amazon they provide personalized recommendations and I like that."

	Effectiveness of Personalization
	"Effectiveness depends on perceived value"
	"However, if the personalized promotions are not perceived as valuable or relevant, customers might become more price-sensitive, seeking better deals elsewhere."

	Appeal to Price Sensitivity
	"Attract price-sensitive shoppers"
	"I'd like cheaper products that I can afford."

	
	"Lower prices attract price-sensitive shoppers"
	"Lower prices and Personalised promotions affect me a lot in purchasing the right product and in lower price."

	Balancing Offers
	"Balancing personalized offers with competitive pricing"
	"Businesses often find success in striking a balance between personalized offers and competitive pricing to cater to a diverse customer base."

	
	
	"Good."


The data analysis revealed a recurring theme pertaining to "Customer Value and Loyalty." The aforementioned motif comprises the codes "Personalised promotions foster customer loyalty" and "Personalised promotions make customers feel valued." The majority of respondents agreed that personalised promotions, which consist of discounts and exclusive offers that are meticulously crafted to their individual preferences and previous actions, substantially bolster their perception of being esteemed and valued by brands. The personalised nature of this approach engenders a deep sense of acknowledgement, thereby facilitating the development of steadfast customer allegiance. Furthermore, the data suggests that personalised experiences are distinguished by their ability to facilitate and involve users, ultimately resulting in a comprehensive feeling of contentment and allegiance to the brand. This profound observation highlights the critical significance of personalization in augmenting consumer loyalty and value.
The data also revealed an additional significant motif, which is the "Influence on Purchase Behaviour." According to the data, pertinent suggestions and customised promotions significantly and directly influence the purchaser choices of the participants. It is worth mentioning that the participants consistently underscored the notion that recommendations and promotions that precisely correspond to their distinct interests and preferences demonstrate a profound comprehension of their personhood. Consequently, this enhanced comprehension substantially heightens the probability of their completing a transaction. This observation highlights the profound impact that personalised marketing strategies have on influencing consumer purchasing choices.
The "Efficacy of Personalization" emerged as a complex and significant theme. The aforementioned motif is supported by the code "Perceived value determines effectiveness." The findings from the analysis indicate that the efficacy of customised promotions is inextricably linked to consumers' perceptions of their value and pertinence. One significant observation is that consumers may develop increased price sensitivity if they do not perceive these personalised promotions as valuable or pertinent. When faced with such circumstances, consumers have a tendency to proactively pursue more favourable offers at alternative locations. This observation highlights the utmost significance of providing tailored offers that are not only in accordance with personal preferences but are also regarded as authentically beneficial and pertinent.
A fundamental component of consumer behaviour, price sensitivity arose as a central theme under the heading "Appeal to Price Sensitivity." The codes "Attract price-sensitive shoppers" and "Price reductions attract price-sensitive shoppers" provide support for this theme. The data highlights the observation that a significant proportion of consumers exhibit a propensity for price sensitivity and, consequently, are especially attracted to reduced prices. Consumers base their purchasing decisions on the service or product's affordability. Moreover, according to the data, respondents who identify as price-sensitive consumers are significantly influenced in their purchasing decisions by personalised promotions that guarantee reduced prices.
As revealed by the data analysis, the theme of "Balancing Offers" is a nuanced viewpoint. This motif emphasises the intricate balance that enterprises must uphold in order to provide tailored promotions while also guaranteeing competitive pricing. Maintaining this equilibrium is of the utmost importance in orders to efficiently serve a wide variety of clientele. According to the data, it appears that businesses frequently achieve success by offering competitive pricing structures and delivering value through customised experiences in order to appeal to a diverse range of consumers. Adopting this dual strategy enables organisations to leverage the potential of personalization while simultaneously preserving their market competitiveness.
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[image: ]
The persistent predominance of Facebook and Instagram is underscored by the overwhelming majority of 26 and 25 responses, respectively, in favour of these platforms. The impressive numbers do not occur by chance; rather, they are indicative of the enormous user bases and varied demographics that Facebook and Instagram persistently appeal to. Utilising this diversity, marketers can effectively engage with a wide range of prospective consumers. Additionally, the significance of visual content in digital marketing is underscored by the fact that Instagram, which is predominantly a visual platform, is almost as popular as Facebook.
Twitter's relatively modest score of nine responses indicates that it operates within a specialised domain within digital marketing. Due to its character constraints and real-time nature, it is more appropriate for succinct, time-critical updates rather than comprehensive marketing content. Despite its seemingly insignificant numerical impact, Twitter continues to be an indispensable resource for brands and businesses that prioritise real-time audience engagement and opportune promotions. The critical analysis highlights the necessity for customised content strategies that account for the distinct attributes of each platform.
The sole mention of TikTok in the response indicates its nascent stage as a formidable force in the realm of digital marketing. This quantitative observation is consistent with the overarching theme that TikTok is experiencing a surge in popularity, specifically among the younger demographic. The platform's strong focus on concise videos and imaginative challenges presents enormous possibilities for pioneering marketing initiatives. The data indicates that the adolescent appeal and novelty of TikTok provide a distinctive platform for engaging with the upcoming generation of consumers.
LinkedIn reinforces its specialised position within the realm of digital marketing through its three responses. Its primary purpose is to facilitate professional networking and exchange of content; therefore, it is the preferred platform for B2B marketing and job-related material. The significance of LinkedIn in connecting with a professional audience and disseminating business-oriented content is emphasised through the numerical representation. It provides digital marketers targeting this demographic with a valuable avenue to establish credibility and reliance.
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A considerable percentage of participants, amounting to 42 in total (20 "Always" and 22 "Often"), exhibit a considerable degree of involvement with digital marketing materials through the action of clicking on advertisements or promotional posts. This discovery is significant because it demonstrates that a considerable proportion of the audience engages in active interaction with advertising material. This group signifies a favourable environment in terms of implementing successful digital marketing strategies. To optimise the effectiveness of advertising campaigns, it is critical to comprehend the preferences and requirements of this exceptionally engaged demographic, according to the critical analysis.
13 respondents, constituting the group that selected "Sometimes," indicated a moderate degree of involvement. The sporadic nature of these respondents' clicks on advertisements and promotional posts indicates a modest level of interest in interacting with marketing content, in contrast to the "Always" and "Often" cohorts. This group is substantial in number and provides marketers with an opportunity to further cultivate their interest and investigate strategies to promote more frequent engagement. The critical analysis underscores the significance of comprehending the stimuli that elicit participation from this group.
The group of eight responses labelled "Never" and "Rarely" (two "Never" and six "Rarely") indicates a lesser level of engagement. Although this group is fewer in number, it should not be disregarded. On the contrary, the critical analysis underscores the importance of comprehending the elements that contribute to their hesitancy to interact with digital marketing content. It may entail the format of the advertisements, the credibility of the content, or the relevance of the content. Digital marketers aiming to expand their reach must prioritise the resolution of these concerns.
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The numerical data reveals that a considerable proportion of participants (17 individuals rated "Very likely" and 30 individuals rated "Somewhat likely") exhibit a moderately favourable propensity to subscribe to newsletters or email lists. This discovery underscores the receptiveness of a considerable portion of the audience to brand communications delivered through email. This group provides email marketers with a numerical opportunity to establish a direct channel for brand engagement. The critical analysis emphasises the necessity of presenting persuasive justifications and value propositions in order to attract the subscription of this particular group.
The group, comprising ten respondents, which selected "Neutral," holds an impartial position regarding the act of subscribing to newsletters. This collective has no inclination towards or against subscribing. In terms of email engagement, it signifies a degree of ambivalence or absence of a pronounced preference. The critical analysis underscores the potential of email marketers to influence this particular group. It is critical to comprehend the elements or motivations that would inspire individuals to subscribe in order to effectively grow the email marketing audience.
The seven "Not Very Likely" and "Not Likely at All" responses (five "Not very likely" and two "Not likely at all") suggest that a portion of the respondents is hesitant to subscribe to email or newsletter services. This group, which is numerically smaller, exhibits a notable hesitancy in responding to brand communications. Concerning this segment, the critical analysis emphasises the significance of confronting issues of relevance and trustworthiness. Establishing trustworthiness and providing exceptionally pertinent material are critical factors in the process of converting individuals into subscribers.
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A considerable proportion of the participants, comprising 34 individuals, hold the view that online advertisements are "Extremely Effective" in terms of captivating their interest and impacting their buying choices. This pattern of responses demonstrates that a significant proportion of the target audience is exceptionally receptive to digital marketing initiatives. This group represents an extensive opportunity for brands and advertisers to establish meaningful connections with consumers. The critical analysis underscores the importance of preserving and improving the calibre and pertinence of advertisements in order to efficiently exploit this receptive audience.
The combined responses of 28 respondents, categorised as "Slightly effective" and "Moderately effective," indicate a degree of effectiveness that is more moderate in nature. While acknowledging the influence of online advertisements, these respondents contend that it is not as significant as the "Very Effective" group. This group constitutes a substantial numerical segment that can be targeted by digital marketers through the delivery of compelling and pertinent content. The critical analysis indicates that in order to optimise the effectiveness of advertising campaigns targeting this particular group, more customised and compelling strategies may be necessary.
The responses labelled "Not Very Effective" by two respondents and "Not Effective at All" by zero respondents suggest that online advertisements are not regarded with sufficient confidence. The numerical insignificance of these segments implies a lack of enthusiasm towards interacting with digital marketing content. The analysis highlights the criticality of establishing credibility, enhancing the pertinence of advertisements, and attending to the apprehensions of these demographics in order to increase their openness to digital marketing.
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A considerable proportion of the participants, 53 in total (30 deemed "Extremely important" and 23 deemed "Very important"), prioritise obtaining the most favourable price when contemplating a purchase. The observed response pattern indicates that a considerable proportion of the audience places a high value on cost-effectiveness when making purchasing choices. This group is, numerically speaking, an essential market segment that enterprises should strive to attract through competitive pricing tactics and value-added promotional initiatives. The critical analysis emphasises the significance of maintaining competitive pricing and the possibility of capitalising on price-focused marketing strategies.
The nine respondents in the "Moderately important" category exhibit a pricing strategy that is more impartial. These individuals hold a moderate level of importance on price, but not an excessive one. Although this group is comparatively smaller in size when compared to the "Extremely" and "Very important" segments, it nonetheless presents a viable opportunity for enterprises to divert attention from pricing considerations to other critical aspects, such as service excellence or product quality. According to the critical analysis, in order to sway the decisions of this group, a combination of value-driven pricing and supplementary benefits may be necessary.
The minimal emphasis on price is indicated by the small segments "Slightly important" (one respondent) and "Not at all important" (one respondent). These segments are negligible in number, indicating that price does not play a substantial role in influencing their purchasing decisions. The critical analysis emphasises the necessity for additional variables, including product attributes, brand standing, and service excellence, to exert an impact on these segments.
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A considerable proportion of the participants, 49 in total (33 "Always" and 16 "Often"), engage in regular price comparisons among various brands or retailers prior to completing a purchase. The observed response pattern indicates that a significant proportion of the audience is committed to making well-informed and economical purchasing choices. This demographic is a numerically advantageous market for retailers and brands to penetrate through the provision of competitive pricing and distinct value propositions. The significance of competitive pricing strategies and price transparency is emphasised in the critical analysis.
Eleven respondents from the group that selected "Sometimes" qualify as individuals who engage in price comparisons on an occasional basis. The intermittent price evaluations of these respondents indicate that they are price-sensitive, albeit not to the same degree as the "Always" and "Often" categories. Although this group is smaller in size, it presents a potential avenue for retailers and brands to promote more frequent price comparisons by employing persuasive tactics and offering value-added advantages. Based on the critical analysis, it appears that in order to increase their price consciousness, this group may benefit from regular reminders or incentives.
The four segments denoted by "Rarely" and "Never" indicate a lack of significant involvement in price comparisons (4 "Rarely" and 0 "Never"). The numerical composition of these segments is negligible, indicating that price comparison is not a principal determinant in their purchasing choices. The critical analysis emphasises the necessity for additional factors, including brand loyalty, product features, and convenience, to exert an influence on these segments.
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A considerable proportion of the participants, precisely 26 individuals, indicate that product quality influences their purchasing decisions to a lesser extent than price sensitivity. The response pattern highlights the fact that a considerable proportion of the audience prioritises quality over cost and is prepared to allocate resources towards products that provide exceptional quality. In numerical terms, this cohort constitutes an essential focal point for enterprises that prioritise the quality of their products when devising marketing approaches. The critical analysis underscores the importance of effectively marketing and providing superior products in order to engage this particular demographic.
The collective that selected "Brand Reputation," which consisted of twenty participants, represents a subset that significantly values the standing of a brand. These individuals place significant importance on the reputation and reliability of a brand when attempting to mitigate price sensitivity. This group represents, numerically, the significance of preserving a favourable brand image and reputation. This segment may be loyal to brands with a solid reputation, which can be fostered and utilised in marketing strategies, according to the critical analysis.
Ten respondents' selection of "Unique Features or Benefits" signifies the existence of a segment that places importance on distinctive attributes and advantages that differentiate a product from its competitors. These individuals are open to paying a premium for added value and exclusivity. From a numerical standpoint, this demographic presents a favourable circumstance for companies that provide distinctive and inventive merchandise to captivate the interest of these customers. The analysis highlights the significance of emphasising unique selling factors in marketing campaigns.
Five respondents selected the response "Loyalty to a Specific Brand," which represents a subset of respondents who are brand loyal. When buying from brands to which they have a strong loyalty, these consumers are less price-sensitive. From a numerical standpoint, this cohort could potentially offer brands avenues to cultivate and sustain brand loyalty via loyalty initiatives and consumer interaction. In light of the critical analysis, it appears that brand loyalty-building strategies may prove to be especially successful with this demographic.
Two respondents' selection of "Immediate Need for the Product" suggests that, in certain circumstances, factors such as necessity or urgency may take precedence over price considerations. When these individuals have an imminent need for a product, they exhibit a reduced sensitivity to price. This segment may exhibit a numerical response to time-limited promotions or offers. The critical analysis emphasises the significance of promptly identifying and resolving pressing requirements within marketing strategies.
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A considerable proportion of participants, comprising 28 individuals in total, confess to frequently engaging in impulsive buying motivated by discounts or promotions, even in cases where they did not initially have the intention of making the purchase. This response pattern underscores a significant segment of the audience that exhibits a strong inclination to make impulsive purchases and is exceptionally receptive to discounts and promotions. From a numerical standpoint, this cohort constitutes an ideal demographic for enterprises that rely on time-sensitive promotions and exclusive deals to stimulate revenue. The critical analysis highlights the potential of developing appealing discount campaigns in order to attract this demographic.
The 27 respondents who selected "Yes, Occasionally" represent a subset that engages in impulsive purchases on occasion in response to discounts or promotions. Although they make fewer unplanned purchases than the initial cohort, these individuals do so nonetheless. This group is also considerable in size and provides retailers and marketers with an opportunity to stimulate impulsive purchases via targeted promotional campaigns and strategically timed discounts. Based on the critical analysis, it appears that in order to optimise the impulse purchasing behaviour of this segment, incentives and persuasive strategies may be necessary.
In accordance with the opinions of nine respondents categorised as "No, Never," they abstain from making impulsive purchases as a result of promotional offers or discounts. These segments are fewer in number, indicating that they are resistant to unplanned purchases even when discounts are offered. The critical analysis emphasises the necessity for organisations to acknowledge and honour the preferences of these individuals while directing their attention towards alternative facets of marketing, including product attributes, brand credibility, or expediency.
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According to the responses of 30 individuals, the majority, they customarily dedicate a number of weeks to conducting investigation on prices and alternatives prior to engaging in a significant purchase. This pattern of responses underscores a considerable segment of the audience that places importance on comprehensive investigation and well-informed judgement. This demographic is a crucial objective for businesses from a numerical standpoint, as it consists of consumers who place a premium on comprehensive research and analysis. The critical analysis highlights the imperative for organisations to furnish thorough information, evaluations, and assistance to this demographic throughout the prolonged research stage.
The cohort that selected "A Few Days," comprising 21 participants, exemplifies a subset that undertakes research within a brief yet significant period of time. While these individuals do allocate time for research, they do not conduct extensive investigations that span weeks. In addition, this group provides businesses with a numerical opportunity to interact with consumers seeking reviews and structured information in a more condensed period of time. Based on the critical analysis, it appears that this segment's research may benefit from readily available and succinct data.
Nine participants selected the response "A Few Hours," which denotes a subset that performs a comparatively modest amount of research prior to engaging in a significant purchase. These individuals have a tendency to arrive at decisions more rapidly and with less thorough investigation. In numerical terms, this demographic signifies a potential market segment for enterprises seeking to engage customers in search of concise and readily comprehensible information. The critical analysis underscores the significance of succinctly presenting essential information and advantages for this particular segment.
The non-participation of individuals who engage in extensive investigation prior to making significant purchases in this category implies that they are not represented in the survey data. Although constituting a relatively minor segment, this group may consist of buyers who are impulsive and make hasty decisions based on other considerations, such as immediate requirements or brand credibility.
Four respondents, constituting the segment denoted by "I Don't Make Major Purchases," affirm that they abstain from participating in substantial purchasing activities. These segments are negligible in number, indicating that they either engage in purchases of a smaller scale or have distinct purchasing patterns. The critical analysis emphasises the imperative for organisations to acknowledge and attend to the distinct inclinations and requirements of these individuals.
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A considerable proportion of the participants, precisely 21 individuals, express a high level of awareness regarding Tesla's distinctive marketing approach, which centres on direct-to-consumer sales and online engagements. The observed response pattern signifies that a considerable proportion of the audience possesses a comprehensive understanding of Tesla's unique methodology. This demographic constitutes a crucial target market for companies that market such distinctive approaches, given that they are cognizant of such strategies and potentially more receptive to analogous notions. The critical analysis emphasises the significance of capitalising on this consciousness and offering further perspectives on how comparable approaches can benefit customers.
The 29 respondents who selected "Yes, Somewhat Aware" constitute a subset that possesses a certain degree of knowledge or understanding concerning Tesla's marketing approach. Although lacking the same level of expertise as the "Very Aware" category, these individuals do possess a certain degree of understanding regarding Tesla's distinctive methodology. This group is substantial in number and presents a chance for organisations and advertisers to offer supplementary knowledge and perspectives in order to further augment their level of consciousness. According to the critical analysis, this segment might benefit from additional educational material in order to better comprehend the advantages of these strategies.
Thirteen participants, denoted as "No, Not Aware at All," indicate a lack of knowledge regarding Tesla's distinctive marketing approach. Despite their numerical diminutiveness, these segments continue to constitute a proportion of the audience that is uninformed regarding this methodology. The critical analysis highlights the imperative for organisations and marketers to impart knowledge and enlighten members of this demographic regarding cutting-edge marketing approaches, their advantages, and the consequences they have on sectors and consumers.
The implications of the numerical data for business and marketing strategies are substantial. To begin with, enterprises can capitalise on opportunities presented by the "Very Aware" and "Somewhat Aware" segments, which comprise consumers who possess a certain degree of prior knowledge regarding innovative marketing strategies. It is recommended that targeted content be developed to educate and inform these segments about the benefits associated with these approaches. Additionally, the category labelled "Not Aware at All" provides businesses with a chance to introduce and advertise novel marketing approaches to individuals who are not yet cognizant of such strategies. This segment could benefit from campaigns that elucidate the advantages and effects of unique marketing strategies.
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A substantial plurality of participants, precisely forty individuals, claim to have visited the official website or online store of Tesla. The observed response pattern signifies that a considerable proportion of the target audience has participated actively in the digital presence of the brand. This group is a critical numerical objective for businesses and marketers, as it comprises consumers who have demonstrated an interest in the products and online platform of Tesla. The critical analysis emphasises the significance of capitalising on this level of involvement and delivering an exceptional online user experience in order to transform this enthusiasm into tangible sales.
Twenty-one respondents who selected "No" constitute a subset that has not engaged with the official website or online store of Tesla. Although this group is relatively small in size, it represents a potential avenue for marketers and businesses to connect with individuals who have yet to interact with Tesla's online platform. In terms of numbers, this segment might necessitate incentive programmes and awareness campaigns to encourage visits to the online platform. According to the critical analysis, in order to increase website or online store traffic, targeted digital marketing initiatives may be advantageous for this segment.
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A notable proportion of participants, precisely 22 individuals, assert that they possess a comprehensive understanding of the electric vehicles produced by Tesla and their characteristics. This pattern of responses underscores a significant segment of the audience that exhibits a comprehensive comprehension of Tesla's products, potentially encompassing meticulous awareness of their attributes, operational capabilities, and advantages. This demographic is a crucial target for businesses and marketers in terms of numerical significance; they can concentrate on delivering sophisticated information, technical particulars, and features that accommodate their considerable level of expertise. The critical analysis emphasises the significance of involving this informed audience with material that surpasses rudimentary knowledge.
The cohort of 25 participants who selected "Moderately Familiar" signifies a sector that exhibits a moderate degree of knowledge regarding the electric vehicles manufactured by Tesla and the attributes they possess. Although not as well-informed as the "Very Familiar" category, these individuals possess a comprehensive understanding of the brand's products and related attributes. This group possesses a considerable numerical magnitude and presents a business and marketing opportunity to furnish more exhaustive information, comparative analyses, and specific advantages in order to augment their comprehension. Based on the critical analysis, it is recommended that this segment be enriched with material that serves to connect fundamental concepts with more complex intricacies.
Twelve respondents selected the response "Slightly Familiar," which signifies a demographic with restricted knowledge regarding the electric vehicles and functionalities of Tesla. Although these individuals possess a certain degree of knowledge, their expertise may be limited in the specifics. From a numerical standpoint, this cohort signifies a prospect for enterprises to impart knowledge and enlighten consumers by furnishing essential details and emphasising prominent attributes and advantages. The critical analysis emphasises the significance of developing content for this audience that simplifies complex information.
Five participants, denoted by the response option "Not Familiar at All," affirm that they lack knowledge regarding the electric vehicles produced by Tesla as well as the functionalities they offer. The relatively tiny size of these segments numerically implies a lack of knowledge or interest regarding electric vehicles and their associated attributes. The critical analysis emphasises the imperative for organisations and marketers to enhance consciousness, enlighten, and notify individuals in this demographic, commencing with fundamental electric vehicle principles and progressively advancing to more sophisticated functionalities.
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A considerable proportion of the participants, precisely 26 individuals, claim to have engaged with or viewed Tesla's online promotional materials on a regular basis. The response pattern underscores a considerable segment of the audience that participates actively in the digital marketing initiatives of the brand, such as viewing promotional videos and engaging with social media posts. This demographic is an essential target demographic for businesses and marketers due to their pre-existing receptivity to and active involvement with online marketing materials. The critical analysis emphasises the significance of capitalising on this engagement in order to stimulate additional interaction and conversions.
The 26 respondents who selected "Yes, Occasionally" constitute a subset that engages with Tesla's online marketing materials on an infrequent basis. Although not as actively involved as the "Frequently" cohort, these individuals have demonstrated curiosity and engage with the digital marketing initiatives of the brand. This group represents a significant numerical presence and presents a potential avenue for businesses and marketers to augment user engagement through the provision of more captivating and interesting content. Based on the critical analysis, it appears that this segment might benefit from dependably engaging and pertinent content in order to sustain their engagement.
Twelve participants, denoted by the option "No, Never," affirm that they have never engaged with or viewed the online marketing content of Tesla. Although these segments are fewer in number, they continue to constitute a proportion of the audience that has yet to interact with the digital marketing initiatives of the brand. The importance of businesses and marketers initiating and nurturing engagement with individuals in this segment is emphasised by the critical analysis. Increasing their awareness, providing incentives, and developing content that aligns with their interests may be necessary to accomplish this.
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A sizeable proportion of participants, precisely 25 individuals, affirm that their perception of the Tesla brand and its products has been substantially altered by the company's online marketing initiatives. The observed response pattern underscores a considerable segment of the target audience that has experienced favourable outcomes as a result of the brand's digital marketing endeavours. This indicates that the brand's value and advantages have been successfully communicated. This demographic is a crucial target for businesses and marketers from a quantitative standpoint, given that a favourable perception of them could result in greater brand loyalty and conversions. The critical analysis emphasises the significance of leveraging and sustaining this favourable influence.
The segment comprising 22 respondents who selected "Yes, to Some Extent," signifies that they recognise that Tesla's online marketing strategies have exerted some degree of influence on their perception of the brand and its products. Although not to the same extent as the "Significantly" category, these individuals have been marginally impacted positively by the digital marketing initiatives of the brand. By virtue of its considerable numerical magnitude, this collective presents a business and marketing opportunity to augment their standing through the provision of more focused and persuasive content. Based on the critical analysis, it is recommended that this particular segment be exposed to content that serves to connect the divide between current knowledge and brand loyalty.
Out of the 15 respondents who responded with "No, Not Really," these individuals maintain the view that Tesla's online marketing tactics have not had a substantial impact on their perception of the company and its products. Although these segments are fewer in number, they continue to constitute a segment of the audience that has not been significantly influenced by the digital marketing initiatives. The critical analysis emphasises the necessity for organisations and marketers to evaluate their approaches and devise methods to interact with individuals in this demographic by delivering messages and content that align with their inclinations.
Two respondents selected "No, Not at All," which signifies a group that does not consider the online marketing strategies employed by Tesla to have any impact on their perception of the brand and its products. These segments are the tiniest in size, indicating that they may be less receptive to digital marketing initiatives. The critical analysis highlights the imperative for organisations to assess their strategies and contemplate alternative methods of interacting with individuals in this market segment.
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A substantial majority of the participants, precisely 29 individuals, claim to have been frequently swayed by personalised online promotions that were customised to their preferences when it came to making a purchase. This response pattern underscores a significant segment of the target audience that responds to and actively participates in personalised marketing initiatives. This demographic is an essential target market for businesses and marketers due to their consistent inclination to engage in purchases influenced by personalised promotions. The critical analysis emphasises the continued significance of personalization in order to sustain their interest and increase conversions.
The segment comprising 31 respondents who selected "Yes, Occasionally" acknowledges being influenced by personalised online promotions when making purchases; however, they do so on a less frequent basis. Although not as consistently impacted as the "Frequently" group, personalised marketing efforts have still had a positive effect on these individuals. This group possesses a considerable numerical magnitude and represents a potential avenue for enterprises and marketers to augment their impact through the implementation of more tailored, timely, and persuasive promotional strategies. The critical analysis posits that promotions that closely correspond with the preferences of this segment might yield favourable outcomes.
In total, four respondents, denoted by the segment "No, Never," affirm that they have never been swayed to make a purchase by personalised online promotions that are specifically designed to appeal to their individual preferences. These segments are the smallest numerically, indicating that personalised promotions might not exert a significant influence on their purchasing behaviour. The critical analysis highlights the imperative for organisations to investigate alternative methodologies or assess the efficacy of their personalization strategies in order to effectively engage this demographic.
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A considerable proportion of participants, precisely 26 individuals, express a high likelihood of interacting with user-generated content prior to completing a purchase. This response pattern underscores a considerable segment of the audience that attributes considerable confidence in peer feedback and bases their purchasing decisions on it. This demographic is a crucial target for businesses and marketers due to their substantial reliance on user-generated content. The critical evaluation emphasises the significance of generating and advertising user-generated content in order to satisfy this actively involved audience.
Twenty respondents from this group, which selected "Somewhat Likely," indicate that this segment recognises the value of user-generated content but may not place as much reliance on it. Although lacking the same level of fervour as the "Very Likely" group, members of this category nonetheless regard peer feedback as beneficial when it comes to making decisions. This group is sizable numerically and represents an opportunity for businesses and marketers to emphasise the value and relevance of user-generated content in order to improve their decision-making. Based on the critical analysis, it is recommended that this segment incorporates material that emphasises the credibility and dependability of user-generated content.
A group of twelve respondents adopts a neutral position, displaying neither a strong inclination nor opposition towards engaging with user-generated content. This segment exhibits a judicious approach to decision-making as it takes into account an assortment of factors prior to finalising a purchase. This demographic constitutes a significant proportion of the audience in terms of numerical representation. Campaigns that highlight the advantages and worth of user-generated content have the potential to positively impact their decision-making process.
The group denoted as "Not Very Likely," comprising five participants in total, indicates a diminished propensity to interact with user-generated content prior to completing a purchase. When making decisions, this group might allocate less importance to peer feedback and instead depend on alternative sources or factors. Although these segments are fewer in number, they continue to constitute a segment of the audience that might benefit from alternative information or persuasive techniques in order to participate in user-generated content.
One respondent selected "Not Likely at All," which signifies a subset of respondents who do not place considerable importance on user-generated content when determining whether or not to make a purchase. This is the smallest numerical segment, indicating that peer feedback and user-generated content are not heavily relied upon. The importance of businesses and marketers recognising and utilising alternative sources or factors that resonate with individuals in this segment is emphasised by the critical analysis.
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A significant majority of participants, precisely 34 individuals, assert that their purchasing decisions are notably impacted by social proof in the form of user-generated content. This response pattern underscores a considerable segment of the audience that attributes a great deal of confidence in peer feedback and heavily depends on it when reaching conclusions about purchases. This demographic is an essential target market for businesses and marketers due to their substantial reliance on social proof. The critical analysis emphasises the significance of cultivating and endorsing social proof in order to accommodate this influential demographic.
The 18 respondents who selected "Moderately Influences" constitute a subset that recognises the significance of social proof but may not place as much reliance on it. Although lacking the same level of fervour as the "Strongly Influences" group, these individuals nonetheless recognise the value of social proof and peer feedback when it comes to making decisions. This group represents a significant numerical presence and presents a favourable circumstance for enterprises and marketers to place additional emphasis on the relevance and worth of social proof in order to augment their decision-making process. The critical analysis indicates that campaigns that emphasise the dependability and trustworthiness of user-generated content could be advantageous for this demographic.
The eight respondents who comprise the "Slightly Influences" segment indicate that social proof has a relatively minor impact on their purchasing decisions. When making decisions, this group might allocate less importance to peer feedback and instead depend on alternative sources or factors. Although these segments are fewer in number, they continue to constitute a proportion of the audience that has a restricted understanding of social proof. The critical analysis emphasises the imperative for organisations and marketers to deliver persuasive and compelling social proof content in order to effectively engage individuals in this demographic.
The four respondents who comprise the "Does Not Influence" segment hold the view that social proof does not exert a substantial influence on their purchasing choices. These segments are the smallest in numerical value, which implies that the influence of social proof on their decision-making process may not be substantial. The necessity for businesses to recognise and interact with alternative sources or factors that strongly appeal to individuals in this market segment is emphasised in the critical analysis.
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A significant proportion of the participants, precisely 18 individuals, declare that they engage in online forums or discussions pertaining to a particular product or brand on a regular basis prior to reaching a conclusion regarding their purchase. This response pattern underscores a considerable segment of the audience that actively participates in online communities and bases their purchasing decisions on peer discussions. This demographic is an essential target for businesses and marketers due to their substantial involvement in community interactions. The critical analysis highlights the significance of cultivating and endorsing virtual dialogues and forums in order to accommodate this actively involved audience.
The 33 respondents who selected "Yes, Occasionally" constitute a more sizable group that engages in online forums or discussions pertaining to products or brands, albeit with less regularity. Although not as actively involved as members of the "Frequently" group, these ones continue to place importance on community interactions in their purchasing deliberations. This group is considerable in size and represents a potential avenue for businesses and marketers to augment their involvement through the provision of more informative and interactive platforms that foster consumer engagement. Based on the critical analysis, it is recommended that campaigns underscore the significance and practicality of community discussions in order to appeal to this demographic.
The group of 12 respondents, denoted by the option "No, Never," affirm that they have never engaged in online forums or discussions pertaining to a product or brand prior to committing to a purchase. Although these segments are fewer in number, they continue to constitute a proportion of the audience that refrains from active participation in online communities when it comes to decision-making. The critical analysis emphasises the necessity for organisations to discern alternative approaches in order to effectively engage individuals in this segment. This may involve exploring alternative channels that are in line with their preferences.
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A considerable majority of the participants, precisely 28 individuals, assert that their purchase decisions are notably influenced by personalised recommendations provided by online retailers or platforms. This response pattern underscores a considerable segment of the audience that places great importance on and is heavily dependent on personalization when making decisions. This demographic is an imperative focus for enterprises and promotional agencies due to their substantial susceptibility to personalised recommendations. The critical evaluation emphasises the significance of customization when it comes to serving this influential demographic.
The cohort of 27 individuals who selected "Yes, to Some Extent," signifies a portion of the population that recognises the value of personalised recommendations but may not place as much emphasis on their reliability. Although lacking the same level of fervour as the "Significantly" group, these individuals nonetheless perceive personalization as a valuable factor when making decisions. The size of this group is considerable, which presents a strategic opportunity for organisations and advertisers to improve their personalization approaches in order to effectively captivate this demographic. Based on the critical analysis, it is recommended that campaigns targeting this particular segment emphasise the significance and practicality of personalised recommendations.
The category denoted as "No, Not Really," comprising eight participants, holds the view that personalised recommendations do not exert a substantial influence on their purchasing choices. This group's decision-making process may be influenced by other factors rather than personalization. Although these segments are fewer in number, they nonetheless constitute a segment of the audience that might be influenced by alternative approaches or factors prior to making a decision. The necessity for businesses to recognise and interact with alternative sources or factors that strongly appeal to individuals in this market segment is emphasised in the critical analysis. Furthermore, it is worth noting that none of the respondents selected "No, Not at All," which signifies that none of the participants held the belief that personalised recommendations have no bearing on their purchasing choices.














[bookmark: _Toc148192679]Chapter 5: Discussion of Findings
Vital insights into the digital marketing preferences and behaviours of the surveyed audience have been uncovered through the analysis of both quantitative and qualitative data. The aforementioned results provide a thorough comprehension of consumer behaviour within the realm of digital marketing, enabling organisations and practitioners to customise their approaches with efficacy.
To begin with, the data has once again confirmed the enduring preeminence of Facebook and Instagram, as evidenced by the compilation of 51 responses. Due to their vast user bases and varied demographics, these platforms are indispensable for connecting with a wide array of prospective clients. The near-equivalent prevalence of Instagram and Facebook highlights the criticality of visual content in the realm of digital marketing. This underscores the imperative for marketers to create visually captivating content in order to establish a connection with their target audiences. On the contrary, Twitter occupies a specialised position, as it has received a mere nine responses. Due to its character constraints and real-time nature, it is better adapted for concise and time-critical updates rather than comprehensive marketing content. Thus, it is imperative to develop customised content strategies for each platform.
A solitary mention of the emergent potential of TikTok has also been brought to light by the survey. This signifies its progressive standing as a marketing force, particularly in terms of engaging newer demographics. Unique opportunities exist for innovative marketing campaigns on TikTok due to its emphasis on brief videos and creative challenges; therefore, it is a valuable platform for brands seeking to reach the next generation of consumers.
Furthermore, LinkedIn maintains its niche status as a platform specifically developed for professional networking and business-to-business (B2B) marketing, as evidenced by the three responses. It continues to be an advantageous channel for digital marketers who are targeting professional audiences. The results underscore the significance of LinkedIn as a platform for generating business-oriented content and establishing credibility and reliance among professionals.
In regard to interaction with digital marketing content, the data indicates that 42 participants consistently participate by clicking on advertisements or promotional posts. This particularly active demographic provides an ideal environment to implement successful digital marketing tactics. Gaining insight into the inclinations and requirements of this demographic is critical in order to optimise the effectiveness of advertising initiatives. The "Sometimes" category, comprising 13 participants, signifies a moderate degree of involvement. It is imperative to increase interaction with marketing content by identifying and addressing the stimuli that compel this demographic to participate on occasion. The insights provided by the smaller segments in the "Never" and "Rarely" groups highlight the significance of comprehending the elements that contribute to their hesitancy to interact with digital marketing content. Such insights are valuable for marketers aiming to expand their target audience.
The data underscores the potential of email marketing, as 47 of the respondents indicated a willingness to subscribe to email newsletters or establish email accounts. This considerable demographic is receptive to email communications from brands; therefore, it is critical to offer persuasive justifications and value propositions in order to convince them to subscribe. Potentially susceptible to persuasion by email marketers, the "Neutral" group may necessitate customised incentives or content. The segments "Not Very Likely" and "Not Likely at All," which exhibit lower levels of engagement, underscore the importance of establishing trust and ensuring that content is pertinent in email marketing strategies.
The efficacy of online advertising is a crucial factor in the realm of digital marketing as well. A considerable proportion of the respondents (34 individuals) consider online advertisements to be "Extremely Effective" at captivating their interest and impacting their buying choices. This underscores the importance of preserving and improving the calibre and pertinence of advertisements. The combined responses of 28 respondents, categorised as "Slightly effective" and "Moderately effective," indicate a degree of influence that is more moderate in nature. These respondents require advertising campaigns that are more persuasive and individualised. The segments denoted as "Not Very Effective" and "Not Effective at All" signify a deficiency in trust towards online advertisements, underscoring the imperative for enhancing ad relevance and establishing credibility.
The sensitivity to price is an intrinsic component of consumer conduct. Based on the data, a significant proportion of participants (53 individuals) prioritise obtaining the most favourable price when contemplating a purchase. To effectively target this segment, it is vital to implement value-added promotions and competitive pricing strategies. Nine respondents in the "Moderately important" category propose a pricing strategy that is well-balanced, necessitating a combination of value-driven pricing and supplementary benefits. The lesser segments denoted as "Slightly important" and "Not at all important" underscore the necessity for additional factors, such as product attributes or brand standing, to exert an influence on these segments.
Additionally, it has been found that 49 individuals conduct price comparisons among various brands or retailers prior to completing a purchase. Effective pricing strategies and competitive transparency are critical for capturing this market segment. Eleven members of the "Sometimes" group indicate that they would benefit from reinforcement to conduct price comparisons more frequently. The categories denoted as "Never" and "Rarely" signify minimal involvement in price comparisons and may require additional determinants, such as brand allegiance or product attributes, to exert an impact.





[bookmark: _Toc148192680]Chapter 6: Conclusion	
[bookmark: _Toc148192681]6.1 Summary of Findings
In summary, the results of the survey provide a comprehensive understanding of the digital marketing environment by revealing significant observations regarding the inclinations and actions of the participants. Social media platforms such as Facebook and Instagram maintain their dominance due to their large user populations and attractive aesthetics. TikTok, being a nascent platform, offers promising prospects for marketers seeking to reach younger demographics. The platform underscores the significance of concise video content and creative obstacles in effectively involving audiences. Twitter's restricted response volume indicates that, despite its continued utility for instantaneous updates, it is not a principal platform for comprehensive marketing campaigns. Conversely, LinkedIn continues to function as a platform for business-to-business (B2B) marketing, underscoring its significance for organisations that aim to reach expert-level audiences. The aforementioned platform preferences highlight the importance of meticulously selecting the appropriate platforms for the intended audience and customising content accordingly.
In addition to examining platform preferences, the survey investigates the level of audience engagement with digital marketing content, uncovering a spectrum of interaction levels that span from extremely engaged to minimal or nonexistent. The aforementioned results emphasise the criticality of comprehending the determinants that influence user involvement and customising approaches to efficiently target distinct demographics. Email marketing continues to be a reputable means of communication for a significant portion of the market, underscoring the need for compelling value propositions to secure subscriptions. In conclusion, the understanding of price sensitivity, impulse buying behaviour, and the influence of brand repute and product quality clarify the intricate relationship between price and value in purchasing choices. Organisations and promotional practitioners may utilise these discoveries to develop data-informed, efficacious digital marketing tactics that strike a chord with their intended recipients and propel achievements in a perpetually changing digital environment.
[bookmark: _Toc148192682]6.2 Recommendations	
The thorough examination of the survey data yields a number of significant suggestions that can assist organisations and practitioners in developing efficacious digital marketing tactics. The following recommendations pertain to several aspects, including platform selection, audience engagement, email marketing, and purchasing decision influencing factors:
· Platform Strategy Diversification: The data unequivocally demonstrates the pervasiveness of Facebook and Instagram within the realm of digital marketing. In order to capitalise on the wide-ranging and heterogeneous user bases of these platforms, it is advisable for businesses and marketers to maintain their investments in visual content. Nevertheless, the emergence of TikTok indicates that maintaining a diversified portfolio and remaining informed about emerging platforms are of utmost importance. TikTok should be considered for experimentation by brands, particularly when targeting younger audiences. Innovative marketing campaigns may find success with the assistance of brief video content and creative deadlines. Concurrently, marketers must acknowledge the specialised functions of LinkedIn and Twitter. Twitter is highly effective for real-time interaction and opportune promotions, whereas LinkedIn is more suitable for business-to-business and professional networking. Organisations ought to formulate customised approaches in accordance with the distinctive attributes of each platform in order to optimise their outreach.
· Segmented Content and Engagement: The findings of the survey regarding the levels of audience engagement underscore the criticality of implementing content strategies that are highly segmented. In order to cultivate the "Sometimes" cohort, which engages with marketing content on an ad hoc basis, it is imperative to investigate strategies that promote more frequent communication. Personalised content or targeted incentives may prove to be effective. Moreover, in regards to individuals exhibiting low levels of engagement ("Rarely" and "Never"), it is advisable for organisations to thoroughly investigate the underlying causes of this decline. In order to expand their reach, attention should be directed towards resolving these concerns, which may pertain to content relevance, trustworthiness, or ad format. Personalised campaigns and robust data analytics can be of great assistance in this regard.
· Optimize Email Marketing Strategies: The results of the survey demonstrate the importance of email marketing, as a considerable percentage of participants expressed interest in subscribing. In order to leverage this opportunity, organisations ought to focus on developing persuasive rationales and value propositions that attract subscribers. Individualization is critical in this field. To accommodate the distinct preferences and requirements of various subscriber segments, marketers ought to implement customer segmentation, personalised incentives, and targeted content. Moreover, by comprehending the distinctions among the "Neutral" group and the "Very Likely," "Somewhat Likely," and "Very Likely" categories, organisations can adapt their email marketing tactics by delivering incentives and content that are exceptionally pertinent to each category.
· Deepened Comprehension of Impulsive Purchasing and Price Sensitivity: The results of the survey unveil diverse degrees of inclination towards impulsive purchasing and price sensitivity. In order to target this spectrum, it is necessary for businesses and marketers to develop pricing strategies that are tailored to distinct audience segments. Price competitiveness and value-added promotions are critical for individuals who place a significant emphasis on cost (="Extremely important"). The "Moderately important" group, on the other hand, necessitates a combination of value-oriented pricing and supplementary advantages such as superior quality and service. The strategic approach towards impulse consumers ("Frequently" and "Occasionally") should revolve around the utilisation of limited-time offers and compelling promotions. Nevertheless, identifying the demographic that performs minimal research prior to committing to a significant purchase ("A Few Hours") indicates the necessity for promotions that are strategically timed. It is imperative for brands to integrate these observations into their pricing and promotional strategies, recognising that a universal approach is not applicable in the digital realm.
· Educate and Inform About Unique Marketing Strategies: The data reveals that there are differing degrees of awareness regarding distinctive marketing strategies, such as the one employed by Tesla. The segments labelled "Very Aware" and "Somewhat Aware" provide businesses with a potential avenue to interact with consumers who possess a certain degree of understanding regarding innovative marketing approaches. The critical analysis emphasises the necessity of providing additional insights regarding the advantages that comparable strategies can offer to industries and consumers. Consequentially, marketing initiatives should incorporate educational campaigns and content that elucidate the benefits of these strategies. Comprehensive education and awareness-raising campaigns are imperative in order to enlighten the "Not Aware at All" demographic regarding these pioneering marketing strategies.
[bookmark: _Toc148192683]6.3 Limitations of the Study
Although the survey results have yielded significant insights regarding consumer behaviour and digital marketing trends, it is critical to recognise a number of constraints that affect the findings' applicability and generalizability. Comprehending these constraints is critical in order to conduct a thorough assessment of the research:
To begin with, while the survey's sample size is commendable, it is still comparatively modest in comparison to the extensive and varied realm of digital marketing. Due to this constraint, the generalizability of the findings may be limited. Because the characteristics and demographics of the survey respondents may not be entirely representative of the larger population, it is imperative to exercise extreme caution when extrapolating the results to a more extensive and heterogeneous audience. Age, geographic location, and additional sociodemographic variables can exert a substantial impact on individuals' preferences and actions regarding digital marketing. However, the sample size of the survey might not sufficiently encompass this considerable variation.
Additionally, the survey data is dependent on responses that were self-reported, thereby potentially introducing biases. Respondents' information may occasionally lack complete objectivity and accuracy due to the influence of social desirability bias or recall errors. This has the potential to compromise the dependability of the data, particularly when evaluating delicate subjects like the determinants of consumer purchases or the frequency of interaction with promotional materials. Furthermore, the feedback provided is influenced by personal viewpoints, which may not consistently correspond with tangible actions. An instance of this could be when a respondent holds the belief that they frequently participate in online marketing, but fails to do so in reality.
Thirdly, there are inherent limitations to the survey format itself. The predetermined and structured nature of the inquiries may impose limitations on the respondents' capacity to convey subtleties in their viewpoints and conduct. A more comprehensive comprehension of the determinants that influence consumer behaviour and preferences could potentially be attained by employing open-ended qualitative interviews or focus group discussions. Moreover, the online format of the survey may inherently appeal to a demographic with greater digital literacy, which could potentially result in the exclusion of less tech-savvy participants who may exhibit distinct preferences and behaviours.
Moreover, the cross-sectional design of the survey limits the analysis to a specific moment in time. Consumer behaviours and digital marketing trends are subject to rapid change, which is influenced by a multitude of external factors such as technological advancements, economic climates, and social developments. Consequently, the results might not accurately represent the temporal intricacies of digital marketing, and patterns identified throughout the survey period might not endure in subsequent periods.
[bookmark: _Toc148192684]6.4 Recommendations for Future Research
In addition to illuminating a number of intriguing facets of the intricate domain of digital marketing and consumer behaviour, this study also suggests a number of promising directions for further investigation. The objective of these recommendations is to fill significant knowledge voids and explore emerging areas of interest, thereby enabling researchers to enhance their comprehension of the dynamic digital marketing environment.
To begin with, prospective investigations may centre on the convergence of digital marketing and nascent technologies. In light of the swift progressions in domains such as artificial intelligence, virtual reality, and augmented reality, it is imperative to examine the ways in which these technologies are impacting business strategies and consumer behaviour. Further investigation could explore the potential of AI-driven chatbots to improve customer experiences, the ramifications of virtual showrooms on purchasing choices, or the utility of augmented reality in interactive advertising. Gaining insight into the ways in which these technologies are transforming the digital marketing environment will be crucial for organisations seeking to maintain their competitiveness and significance.
Additionally, there is a need for a more comprehensive analysis of omnichannel and cross-channel marketing strategies. In an era where consumers interact with brands across various platforms and devices, it is critical to comprehend the ways in which these interactions impact their buying choices. Subsequent investigations may delve into the effectiveness of integrated omnichannel marketing initiatives in fostering consumer allegiance and increasing conversion rates. Furthermore, a thorough examination of the function performed by customer relationship management systems and data analytics in enabling a cohesive omnichannel experience would yield significant knowledge for organisations seeking to refine their approaches.
Thirdly, as consumer interest in sustainability and corporate social responsibility grows, it is essential to conduct research on the effects of ethical and environmentally responsible marketing practises. Gaining insight into the ways in which ethical branding, green advertising, and sustainable product design impact consumer decisions can provide businesses with direction regarding how to better align their values with those of their target market. Furthermore, an examination of the impact of consumer education on the promotion of sustainable purchasing choices may reveal efficacious marketing tactics that facilitate constructive social and environmental transformation.
Finally, it is imperative that forthcoming studies take into account the cultural and regional intricacies inherent in the realm of digital marketing. Due to the worldwide scope of the internet, enterprises function on a global level, accommodating a variety of consumers who have distinct cultural backgrounds and inclinations. It is critical to examine the ways in which cultural elements impact the behaviour of online consumers and the ways in which digital marketing campaigns must be modified to account for these variations. This may involve conducting research on the impact of cultural values, language, and iconography on the effectiveness of digital advertising.
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3. Which specific social media platforms do you encounter digital marketing content
most often? (Select all that apply)

Facebook 26 25

Instagram 25
20
Twitter 9
15
TikTok 1
Linkedin 3 10
. — |
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4. When you interact with digital marketing content on social media, how often do you
click on ads or promotional posts?

@ Aways 20
@ often 22
@ Ssometimes 13
@ rarely 6

@ Never 2
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5. How likely are you to sign up for newsletters or email subscriptions from brands or
companies you encounter through digital marketing?

@ Verylikely 17
@ somewhat likely 30 “
@ Neutral 10
@ Notvery likely 5
@ Notlikely atall 2
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6. In your experience, how effective are online advertisements (e.g., banner ads,
sponsored content) in grabbing your attention and influencing your purchasing
decisions?

@ Very effective 34
@ Moderately effective 14
@ Sslightly effective 14
@ Not very effective 2
@ Not effective at all 0
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7. When considering a purchase, how important is getting the best possible price to
you?

@ cxtremely important 30
@ Veryimportant 23
@ Moderately important 9
@ Sslightly important 1
@ Notimportant at all 1
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8. How often do you compare prices across different retailers or brands before making a
purchase?

@ Aways 33
Often 16
®
Sometimes 1
[ ]
@ rarely 4
Never 0
®
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9. What factors are most likely to make you less price-sensitive when making a purchase
decision? (Select all that apply)

Brand reputation 20 2

Product quality 26

20
Unique features or benefits 10
15
Loyalty to a specific brand 5
Immediate need for the product 2 10
Other 0 5
0 . |
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10. Have you ever made a purchase solely because of a discount or promotion, even if
you didn't originally intend to buy that item?

@ VYes, frequently 28
@ Yes, occasionally 27

No, never 9
°
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11. When considering a major purchase (e.g., electronics, a vehicle), how much time do
you typically spend researching prices and options before making a decision?

@ Several weeks 30
@ Afewdays 21
@ Afewhours 9

@ | make quick decisions without ... 0

@ 1 don't make major purchases 4





image18.png
12. Are you aware of Tesla's unique marketing strategy, which emphasizes online
interactions and direct-to-consumer sales?

@ Yes, very aware 21
@ ves, somewhat aware 29

@ No, not aware at all 13
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13. Have you ever visited Tesla's official website or online store?

@ ves 40
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14. How would you rate your familiarity with Tesla's electric vehicles and their features?

@ Very familiar 22
@ Moderately familiar 25
@ Sslightly familiar 12
@ Not familiar at all 5
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15. Have you ever watched or interacted with Tesla's online marketing content, such as
promotional videos or social media posts?

@ VYes, frequently 26
@ Yes, occasionally 26

@ No, never 12
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16. If you have considered purchasing a vehicle, have Tesla's online marketing strategies
influenced your perception of the brand and its products?

Yes, significantly 25
Yes, to some extent 22

No, not really 15

No, not at all 2
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17. Have you ever made a purchase influenced by a personalized online promotion
tailored to your preferences?

@ VYes, frequently 29
@ ves, occasionally 31

@ No, never 4
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18. How likely are you to engage with user-generated content (e.g., product reviews or
recommendations) before making a purchase?

@ Verylikely 26
@ Somewnhat likely 20 ‘
@ Neutral 12
@ Notvery likely 5
@ Notlikely atall 1





image25.png
19. When considering making a purchase, do you find that social proof through user-
generated content (e.g., customer reviews, testimonials) positively influences your
decision?

@ Sstrongly influences 34
@ Moderately influences 18
@ Slightly influences 8
@ Does not influence 4
@ Notsure 0
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20. Have you ever participated in an online discussion or forum related to a product or
brand before making a purchase decision?

@ Yes, frequently 18
@ ves, occasionally 33

No, never 12
°
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21. Do you believe that personalized recommendations from online retailers or
platforms (e.g., "You might also like" suggestions) have a significant impact on your
purchase decisions?

@ ves, significantly 28
@ Yes, to some extent 27
@ No, not really 8
@ No,notatall q
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5. How likely are you to sign up for newsletters or email subscriptions
from brands or companies you encounter through digital marketing?

(O Very likely

(O somewhat likely
(O Neutral

(O Not very likely
O

Mot likely at all

6. In your experience, how effective are online advertisements (e.g.,
banner ads, sponsored content) in grabbing your attention and
influencing your purchasing decisions?

O Very effective

O Moderately effective
O Slightly effective
O Not very effective
O

Mot effective at all
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7. When considering a purchase, how important is getting the best
possible price to you?

O Extremely important
O WVery important

O Moderately important
O Slightly important
O

Not important at all

8. How often do you compare prices across different retailers or brands
before making a purchase?

O Always
O Often

Sometimes

O
O Rarely
O

Never
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9. What factors are most likely to make you less price-sensitive when
making a purchase decision? (Select all that apply)

O Brand reputation

O Product quality

O Unique features or benefits
O Loyalty to a specific brand

O Immediate need for the product

O Other

10. Have you ever made a purchase solely because of a discount or
promotion, even if you didn't originally intend to buy that item?

O Yes, frequently

O Yes, occasionally

O No, never
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11. When considering a major purchase (e.g., electronics, a vehicle), how
much time do you typically spend researching prices and options
before making a decision?

O Several weeks

O A few days

O A few hours

O I make quick decisions without much research

O | don't make major purchases

12. Are you aware of Tesla's unique marketing strategy, which emphasizes
online interactions and direct-to-consumer sales?

O Yes, very aware
O Yes, somewhat aware

O No, not aware at all

13. Have you ever visited Tesla's official website or online store?

O Yes
O No
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14. How would you rate your familiarity with Tesla's electric vehicles and
their features?

O Very familiar
O Moderately familiar
O Slightly familiar

O Not familiar at all

15. Have you ever watched or interacted with Tesla's online marketing
content, such as promotional videos or social media posts?

O Yes, frequently

O Yes, occasionally

O No, never

9of 14 13-10-2023, 12:05




image37.png
Digital Marketing Influence on Price Sensitivity https://forms.office.com/Pages/DesignPageV2.aspx?prevorigin=Marke...

16. If you have considered purchasing a vehicle, have Tesla's online
marketing strategies influenced your perception of the brand and its
products?

O Yes, significantly
O Yes, to some extent

O No, not really

O No, not at all

17. Have you ever made a purchase influenced by a personalized online
promotion tailored to your preferences?

O Yes, frequently

O Yes, occasionally

O No, never
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18. How likely are you to engage with user-generated content (e.g.,
product reviews or recommendations) before making a purchase?

(O Very likely

(O somewhat likely
(O Neutral

(O Not very likely
O

Not likely at all

19. When considering making a purchase, do you find that social proof
through user-generated content (e.g., customer reviews, testimonials)
positively influences your decision?

O Strongly influences
O Moderately influences
O Slightly influences
O Does not influence
O

Not sure
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20. Have you ever participated in an online discussion or forum related to

21.

22.

a product or brand before making a purchase decision?

O Yes, frequently

O Yes, occasionally

O No, never

Do you believe that personalized recommendations from online
retailers or platforms (e.g., "You might also like" suggestions) have a
significant impact on your purchase decisions?

O Yes, significantly

O Yes, to some extent

O No, not really

O No, not at all

Please share a personal experience where you encountered a digital
marketing strategy that significantly influenced your purchasing
behavior, whether positively or negatively. Describe the specific
elements of this strategy that had the most impact.

https://forms.office.com/Pages/DesignPageV2.aspx?prevorigin=Marke...
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23. Reflecting on your interactions with digital marketing, how do you
believe the choice between personalized online promotions and lower
prices affects your price sensitivity and purchasing decisions? Provide
examples or insights from your own experiences.

24. Think about your recent experiences with online shopping. Can you
describe a situation where you felt that a company's digital marketing
efforts, such as personalized recommendations or targeted
promotions, truly understood your preferences and needs as a
consumer? What made this experience stand out to you?

13 0f 14 13-10-2023, 12:05
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25. How frequently do you engage with digital marketing content on
social media platforms?

O Daily
O Several times a week

Once a wesk

O
O Rarely
O

Never

This content is neither created nor endorsed by Microsoft. The data you submit will be sent to the form owner.

l' Microsoft Forms
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted
ethically. A researcher may not be covered by the University’s insurance if ethical approval
has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work
undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge
of man, culture and society, and the use of this stock of knowledge to devise new applications”. As
such this covers activities undertaken by members of staff, postgraduate research students, and
both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies,
testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please
see Checklist for details of process for different categories of application.

SECTION A: About You (Principal Researcher)

1 Full Name: Aparna Sharath Ezhava

2 | Tick all boxes that apply: Member of staff: ] Z(I)Igalr.ary TEREEE ]
Undergraduate O Taught Postgraduate Postgraduate O
Student Student Research Student

3 Institute/Academic
Discipline/Centre: UWTSD Business School

4 | Campus: London

9| Bl Rl 2210726@student.uwtsd.ac.uk

6 | Contact Telephone Number:

+919537232465
For students:
7 | Student Number: 2210726
8 | Programme of Study: MBA Marketing Management
Director of

Dr Jayalakshmi Gopalkrishnan

Studies/Supervisor:
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SECTION B: Approval for Research Activity

1 Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate

. YES
approval process for different levels of research by
different categories of individual)

[ NO

Date

2 If Yes, please indicate source of | Regearch Degrees Committee [w]
approval (and date where

known): Approval in principle | Institute Research Committee =]
must be obtained from the
relevant source prior to
seeking ethical approval

Other (write in)

SECTION C: Internal and External Ethical Guidance Materials

Please list the core ethical guidance documents that have been referred to during the
completion of this form (including any discipline-specific codes of research ethics, location-
specific codes of research ethics, and also any specific ethical guidance relating to the
proposed methodology). Please tick to confirm that your research proposal adheres to
these codes and guidelines. You may add rows to this table if needed.

1 UWTSD Research Ethics & Integrity Code of Practice
UWTSD Research Data Management Policy

X

X

(]

[List any other relevant documents here]

SECTION D: External Collaborative Research Activity

If there are external collaborators then you should gain consent from the contact persons to share
their personal data with the university. If there are no external collaborators then leave this section
blank and continue to section E.

il Institution

2 | Contact person name

3 Contact person e-mail address

4 Is your research externally funded? YES 0 NO 0
5 | Are you in receipt of a KESS scholarship? YES O NO O]
6 | Are you specifically employed to | Voluntary YES 0 NO 0
undertake this research in either
? s paid or voluntary capacity? Employed YES ISl NO IS
8 Is the research being undertaken | If YES then the
within an existing UWNTSD permission question
Athrofa Professional Learning below does not YES =] NO O
Partnership (APLP)? need to be
answered.
9 | Has permission to undertake the | (If YES attach copy)
research has been provided by If NO the application | YES O NO O
the partner organisation? cannot continue
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Where research activity is carried out in collaboration with an external organisation

10

Does this organisation have its own ethics approval YES
system?

[5] NO [5]

If Yes, please attach a copy of any final approval (or interim approval) from the organisation
(this may be a copy of an email if appropriate).

SECTION E: Details of Research Activity

Online Promotions or Lower Prices? Unpacking the Digital
1 Indicative title: Marketing Influence on Price Sensitivity Among UK University
Students, with a Focus on Tesla
2 Proposed start date: 01/08/2023 Proposed end date: 10/10/2023
Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to
the points below:
Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and
explain
What the research activity will add to the body of knowledge
How it addresses an area of importance.
Purpose of Research Activity

1. To Explore Digital Marketing Strategies: Investigate and understand the various
digital marketing strategies employed by companies in the context of the automotive
industry, with a special focus on Tesla.

2. To Examine Price Sensitivity: Analyze the level of price sensitivity among UK
university students, considering their demographic characteristics, prior purchasing
behavior, and perceptions of product value.

3. To Assess the Impact of Online Promotions: Evaluate the effectiveness of online
promotions, such as discounts, special offers, and promotional campaigns, in

3 influencing the price sensitivity of university students.

4. To Investigate the Role of Lower Prices: Investigate how lower pricing strategies,
including price reductions and competitive pricing, affect the price sensitivity of
university students.

5. To Develop a Theoretical Framework: Construct a theoretical framework that
integrates digital marketing strategies, price sensitivity theory, and consumer
behavior among university students to guide the research.

6. To Conduct Primary Research: Employ Microsoft Forms surveys to collect primary
data from a representative sample of UK university students, allowing for the
quantitative analysis of their perceptions, preferences, and behavior related to price
sensitivity and digital marketing strategies.
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7. To Provide Practical Insights: Offer valuable insights and recommendations to
businesses operating in the automotive industry, specifically Tesla, regarding the
most effective digital marketing strategies for targeting university students and
managing price sensitivity.

8. To Contribute to Academic Knowledge: Contribute to the existing body of literature
by advancing our understanding of the intricate relationship between digital
marketing, consumer behavior, and pricing strategies in the digital age, with a unique
focus on a specific demographic group.

Research Question

1. How do different types of online promotions impact the price sensitivity of UK
university students, specifically when considering Tesla products?

2. What role does digital brand engagement play in the relationship between digital
marketing strategies (online promotions and lower prices) and price sensitivity among
UK university students interested in Tesla?

4 3. How does the timing and frequency of online promotions or pricing adjustments affect
the price sensitivity of UK university students, with a focus on Tesla's marketing
strategies?

4. To what extent does consumer knowledge of digital marketing tactics influence their
price sensitivity when considering Tesla products, and how can educational
interventions enhance informed decision-making among university students?

(this box should expand as you type)
Aims of Research Activity

1. To assess how various types of online promotions, such as discounts, limited-time
offers, and referral programs, influence the price sensitivity of UK university students,
particularly when considering Tesla products, and to determine which promotional
methods are most effective in shaping their price perceptions.

2. To examine the role of digital brand engagement as a mediator in the relationship
between digital marketing strategies (online promotions and lower prices) and price
sensitivity among UK university students interested in Tesla, aiming to understand
how active engagement with the brand's digital presence impacts their sensitivity to
pricing changes.

5 3. To investigate the temporal dimensions of digital marketing strategies by analyzing
how the timing and frequency of online promotions or pricing adjustments affect the
price sensitivity of UK university students, with a specific emphasis on the pricing and
promotion strategies employed by Tesla over time.

4. To evaluate the influence of consumer knowledge and awareness of digital marketing
tactics on their price sensitivity when considering Tesla products and to explore how
educational interventions can empower university students to make more informed
purchasing decisions in the context of digital marketing practices.

6 Objectives of Research Activity
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1. To analyze the impact of different online promotion methods, such as discounts,
limited-time offers, and referral programs, on the price sensitivity of UK university
students, particularly when considering Tesla products, and to quantify the extent of
this impact.

2. To investigate the mechanisms through which digital brand engagement mediates
the relationship between digital marketing strategies (online promotions and lower
prices) and price sensitivity among UK university students interested in Tesla, aiming
to identify the key pathways of influence.

3. To examine the temporal dynamics of digital marketing strategies by assessing how
the timing and frequency of online promotions or pricing adjustments affect the price
sensitivity of UK university students, with a specific emphasis on the historical
marketing strategies employed by Tesla and their effects over time.

4. To assess the level of consumer knowledge and awareness of digital marketing
tactics among UK university students, particularly as it relates to Tesla's marketing
practices, and to develop educational interventions designed to enhance their
understanding and decision-making abilities in the digital marketing landscape.

5. To compare and contrast the findings across the different dimensions of the
research, aiming to draw comprehensive conclusions about the multifaceted
relationship between digital marketing strategies and price sensitivity among
university students, and to provide actionable recommendations for businesses,
specifically in the context of the automotive industry and Tesla.

Proposed methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity,
making it clear what specific techniques may be used. If methods other than those listed in
this section are deemed appropriate later, additional ethical approval for those methods will
be needed. You do not need to justify the methods here, but should instead describe how
you intend to collect the data necessary for you to complete your project.

The proposed methods for this research activity will employ a combination of quantitative
data collection and analysis techniques to comprehensively examine the influence of digital
marketing strategies on price sensitivity among UK university students, with a specific focus
on Tesla.

To gather primary data from UK university students, Microsoft Forms will be utilized as the
primary data collection tool. Microsoft Forms is a user-friendly online survey platform that
allows for the creation of structured questionnaires and surveys, making it well-suited for
7 collecting quantitative data.

The following steps will be taken in the research methodology:

1. Survey Design: A structured questionnaire will be designed using Microsoft Forms,
incorporating a mix of closed-ended questions to collect quantitative data. The
questionnaire will be developed based on the research objectives and questions,
ensuring that it effectively captures relevant information about digital marketing
strategies, price sensitivity, and consumer behavior.

2. Data Collection: The survey will be distributed electronically to the selected
participants through various university communication channels and social media
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platforms. Participants will be encouraged to complete the survey voluntarily and
honestly.

3. Ethical Considerations: Ethical guidelines for data collection and research involving
human participants will be strictly followed. Informed consent will be obtained from all
participants, and their privacy and anonymity will be maintained throughout the
research process.

Location of research activity
Identify all locations where research activity will take place.

8 University
Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local
ethical considerations are complied with and that the relevant permissions are sought.
Specify any local guidelines (e.g. from local professional associations/learned
societies/universities) that exist and whether these involve any ethical stipulations beyond
those usual in the UK (provide details of any licenses or permissions required). Also specify
whether there are any specific ethical issues raised by the local context in which the
research activity is taking place, for example, particular cultural and/or legal sensitivities or
vulnerabilities of participants. If you live in the country where you will do the research then
please state this.
9 NA
Use of documentation not in the public domain: Are any documents NO
10 | NOT publicly available?
YES |
If Yes, please provide details here of how you will gain access to specific documentation
that is not in the public domain and that this is in accordance with the current data
protection law of the country in question and that of England and Wales.
11
(this box should expand as you type)
Does your research relate to one or more of the seven aims of the Well-
being of Future Generations (Wales) Act 2015? YES | NO
12 | A prosperous Wales O
13 | Aresilient Wales O
14 | A healthier Wales ]
15 | A more equal Wales ]
16 | A Wales of cohesive communities O
17 | A Wales of vibrant culture and thriving Welsh language ol
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18 | A globally responsible Wales O

19 | If YES to any of the above, please give details:

SECTION F: Scope of Research Activity

<
m
(]
=
(o]

Will the research activity include:

X
(]

Use of a questionnaire or similar research instrument?

2 Use of interviews?
& Use of focus groups?
4 Use of participant diaries?
5 | Use of video or audio recording?
6 | Use of computer-generated log files?
7 | Participant observation with their knowledge?
8 Participant observation without their knowledge?
9 Access to personal or confidential information without the participants’
specific consent?
10 Administration of any questions, test stimuli, presentation that may be

experienced as physically, mentally or emotionally harmful / offensive?
Performance of any acts which may cause embarrassment or affect self-
esteem?

12 | Investigation of participants involved in illegal activities?

11

X

X

X

13 | Use of procedures that involve deception?

X

14 | Administration of any substance, agent or placebo?

X

15 | Working with live vertebrate animals?

[ 5 1 w68 o o ]
X

X

16 | Procedures that may have a negative impact on the environment?

17 Other primary data collection methods. Please indicate the type of data
collection method(s) below.
Details of any other primary data collection method:

(this box should expand as you type)
If NO to every question, then the research activity is (ethically) low risk and may be exempt from
some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval
has been obtained.

SECTION G: Intended Participants
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If there are no participants then do not complete this section, but go directly to section H.

Who are the intended participants:
YES

4
(e}

Students or staff at the University?

X
[

Adults (over the age of 18 and competent to give consent)?

X

Vulnerable adults?

Children and Young People under the age of 18?7 (Consent from Parent,
Carer or Guardian will be required)

Prisoners?

X

X

Young offenders?

Those who could be considered to have a particularly dependent
relationship with the investigator or a gatekeeper?

People engaged in illegal activities?

Others. Please indicate the participants below, and specifically any group
who may be unable to give consent.

X

X

o N |o|a|l A~ |0 d|=
[ T 8 T T T
[

X

©

Details of any other participant groups:

Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify
participants and how will they be recruited?

How many participants are

10 | expected? 40
Who will the participants . .
11 | be? University Students

12 | How will you identiy the | University Students

participants?

Information for participants:
YES NO N/A

13 Will you describe the main research procedures to participants

in advance, so that they are informed about what to expect? = =
14 | Will you tell participants that their participation is voluntary? O O
15 | Will you obtain written consent for participation? O O
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16 Will you explain to participants that refusal to participate in the
research will not affect their treatment or education (if relevant)?
If the research is observational, will you ask participants for their
consent to being observed?

Will you tell participants that they may withdraw from the
research at any time and for any reason?

With questionnaires, will you give participants the option of
omitting questions they do not want to answer?

Will you tell participants that their data will be treated with full
20 | confidentiality and that, if published, it will not be identifiable as
theirs?

1 Will you debrief participants at the end of their participation, in a
way appropriate to the type of research undertaken?

22 | If NO to any of above questions, please give an explanation

X
[

17

[
X

18

X

B [ & | (& |

g | B

19

X

I
O
O

Information for participants: YES NO N/A

24 | Will participants be paid? O

Is specialist electrical or other equipment to be used with
participants?

Are there any financial or other interests to the investigator or
University arising from this study?

Will the research activity involve deliberately misleading

27 | participants in any way, or the partial or full concealment of the ] Im]
specific study aims?

28 | If YES to any question, please provide full details

25

26

SECTION H: Anticipated Risks

Outline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or
external research collaborator) you may append that to this form.

Yes [m]
No

1 | Full risk assessment completed and appended?

Risks to participants
2 | For example: sector-specific health & safety, emotional distress, financial disclosure,
physical harm, transfer of personal data, sensitive organisational information

Risk to participants: How you will mitigate the risk to participants:
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authorities

If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual
activity, drug use) or issues likely to disclose information requiring further action (e.g.
criminal activity), give details of the procedures to deal with these issues, including any

3 | support/advice (e.g. helpline numbers) to be offered to participants. Note that where
applicable, consent procedures should make it clear that if something potentially or actually
illegal is discovered in the course of a project, it may need to be disclosed to the proper

Risks to the investigator
4 | For example: personal health & safety, physical harm, emotional distress, risk of
accusation of harm/impropriety, conflict of interest

Risk to the investigator: How you will mitigate the risk to the
investigator:
5 University/institutional risks
For example: adverse publicity, financial loss, data protection
Risk to the University: How you will mitigate the risk to the
University:
6 Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems
Risk to the environment: How you will mitigate the risk to
environment:
Disclosure and Barring Service
If the research activity involves children or vulnerable adults, a
Disclosure and Barring Service (DBS) certificate must be obtained YES | NO N/A
before any contact with such participants.
7 | Does your research require you to hold a current DBS Certificate? O O

If YES, please give the certificate number. If the certificate number
8 is not available please write “Pending”; in this case any ethical
approval will be subject to providing the appropriate certificate
number.

SECTION I: Feedback, Consent and Confidentiality
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1 Feedback
What de-briefing and feedback will be provided to participants, how will this be done and
when?

Consent will be asked prior to data collection

2 Informed consent

Describe the arrangements to inform potential participants, before providing consent, of
what is involved in participating. Describe the arrangements for participants to provide full
consent before data collection begins. If gaining consent in this way is inappropriate,
explain how consent will be obtained and recorded in accordance with prevailing data
protection legislation.

Survey will have a consent form

3 Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

No personal data is collected

SECTION J: Data Protection and Storage

Does the research activity involve personal data (as defined by the
General Data Protection Regulation 2016 “GDPR” and the Data YES NO
Protection Act 2018 “DPA”)?

“Personal data” means any information relating to an identified or
identifiable natural person (‘data subject’). An identifiable natural person
is one who can be identified, directly or indirectly, in particular by
reference to an identifier such as a name, an identification number,
location data, an online identifier or to one or more factors specific to the
physical, physiological, genetic, mental, economic, cultural or social
identity of that natural person. Any video or audio recordings of
participants is considered to be personal data.

If YES, provide a description of the data and explain why this data needs to be collected:

Does it involve special category data (as defined by the GDPR)? YES NO

“Special category data” means sensitive personal data consisting of
information as to the data subjects’ —

(a) racial or ethnic origin,

3 | (b) political opinions, ]
(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union
and Labour Relations (Consolidation) Act 1992),
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(e) physical or mental health or condition,

(f) sexual life,

(9) genetics,

(h) biometric data (as used for ID purposes),

If YES, provide a description of the special category data and explain why this data needs
to be collected:

4
Will data from the research activity (collected data, drafts of the YES NO
thesis, or materials for publication) be stored in any of the
following ways?

5 | Manual files (i.e. in paper form)? o
6 | University computers? ol
7 | Private company computers? o
8 | Home or other personal computers? O O
9 | Laptop computers/ CDs/ Portable disk-drives/ memory sticks? ol

10 | “Cloud” storage or websites? ol

11 Other — specify: O
For all stored data, explain the measures in place to ensure the security of the data

12 | collected, data confidentiality, including details of backup procedures, password protection,
encryption, anonymisation and pseudonymisation:

Data Protection
Will the research activity involve any of the following activities: YES NO

13 | Electronic transfer of data in any form? 5]
Sharing of data with others at the University outside of the immediate

14 0
research team?

15 | Sharing of data with other organisations? O

16 | Export of data outside the UK or importing of data from outside the UK? ]
Use of personal addresses, postcodes, faxes, emails or telephone

i numbers? -

18 | Publication of data that might allow identification of individuals? ]

19 | Use of data management system? O

20 | Data archiving? O
If YES to any question, please provide full details, explaining how this will be conducted in

21 | accordance with the GDPR and Data Protection Act (2018) (and any international

equivalents, where appropriate):

July 2021 12 PG2 Ethical Approval Form




image54.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales PG2/E1 FORM
Trinity Saint David

(this box should expand as you type)

22

List all who will have access to the data generated by the research activity:

Myself and my supervisor

(this box should expand as you type)

23

List who will have control of, and act as custodian(s) for, data generated by the research
activity:

My supervisor

(this box should expand as you type)

24

Give details of data storage arrangements, including security measures in place to protect
the data, where data will be stored, how long for, and in what form. Will data be archived —
if so how and if not why not.

Data will be stored securely in Microsoft Forms

(this box should expand as you type)

25

Please indicate if your data will be stored in the UWTSD Research Data Repository (see
https://researchdata.uwtsd.ac.uk/ ). If so please explain. (Most relevant to academic staff)

No

(this box should expand as you type)

%6 Confirm that you have read the UWTSD guidance on data management YES
(see https://www.uwtsd.ac.uk/library/research-data-management/)
Confirm that you are aware that you need to keep all data until after
27 your research has completed or the end of your funding YES
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SECTION K: Declaration

The information which | have provided is correct and complete to the best of my knowledge.
| have attempted to identify any risks and issues related to the research activity and
acknowledge my obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above
named research activity will meet the University’s Research Ethics and Integrity Code of
Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-
ethics/

Date: 23/08/23
1 | Signature of applicant: | Aparna Sharath Ezhava

For STUDENT Submissions:

5 Director of Date:
Studies/Supervisor:
3 | Signature:
For STAFF Submissions:
4 Academic Director/ Date:
Assistant Dean:
5 | Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form
according to the guidelines and attached any required documentation:

X

| have read the guidance notes supplied before completing the form.
| have completed ALL RELEVANT sections of the form in full.

| confirm that the research activity has received approval in principle
| have attached a copy of final/interim approval from external organisation (where
appropriate)

| have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE
ATTACHED A FULL RISK ASSESSMENT

X

X

=]

=]

| understand that it is my responsibility to ensure that the above named research activity
will meet the University’s Research Ethics and Integrity Code of Practice.

| understand that before commencing data collection all documents aimed at respondents
(including information sheets, consent forms, questionnaires, interview schedules etc.)
must be confirmed by the DoS/Supervisor, module tutor or Academic Director.

RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and
emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you
check your University and personal email accounts regularly.
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STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit
this form (and receive the outcome) via systems explained to you by the supervisor/module
leader.

This form is available electronically from the Academic Office web pages:
https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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